Read: “The Man in the Neck of the Bottle” 
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There are Giant 
Possibilities in 
Lilliputian 

Merchandise 


Sure to 
Captivate 
the Satisfied 

Customer 








Reg. U. S. Pat. Off. 
No. 995,758 which will 
be strictly enforced. 


None genuine without the name 


DOMES of SILENCE 


stamped inside 


Counter Display of 
Gulliver Goods that 
proved very success- 
ful. More than 50 
fast selling items in 
this small table 
space. This fixture 
was built right in 
the store 
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‘‘Repeat sales’’—cus- 
tomers coming back 
again and again — 
build big business. 
Disston Hack Saws 
bring repeat sales. 


on i 
Because they “repeat’’ 
4 P ‘ie 


wherever they are sold 





-DISSTON HACK SAWS 
BRING YOU TRADE 


When a man who bought Disston Hack Saws 
comes into your store again, he does not use the 
old-time phrase, ‘‘Give me some hack saw 
blades.’’ He says, ‘‘I want some more of those 
DISSTON Hack Saw Blades.”’ 


For Disston Hack Saws cut faster, cut easier, 
last longer, resist breakage. 





This better service-giving did not just happen. 
Disston built it into the blades. 


Disston steel makers created a hack-saw steel 
tougher and finer than any ever known before. 
They gave this steel a hardness hitherto un- 
known, without brittleness. 


And Disston saw makers gave the teeth of Diss- 
ton Hack Saws their different angle, their dis- 
tinctive set. 


It is only natural that the makers of ‘‘The 
Saw Most Carpenters Use’’ should make hack saws 
better than they ever were made before. 


Let us send you the ‘‘Disston Hack Saw Letter.”’ 
It will help you to increase your sales. Write 
for it. Address'Dept. 1. 


HENRY DISSTON & SONS, Inc. 
Makers of ““The Saw Most Carpenters Use’’ 


Philadelphia, U. S. A. 


iSSToO 


SAWS TOOLS FILES 
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“The Fellow Who Thinks Ahead 
Gets Ahead” 


UMMER is here with the demand for 
iced tea. 


What is more bracing and appetizing than rich, 
golden tea and crystal ice shimmering invitingly 
through a Pyrex Tea Pot? 


Last summer an enterprising merchant served 
iced tea from a Pyrex Tea Pot to every woman 
who came in the store. Asa result, he not only 
sold a large quantity of Pyrex Tea Pots, but 
greatly increased his turn-over in the entire 
Pyrex line. 


The fellow who thinks ahead gets ahead! 
Transparent Ware 


Pyrex Sales Division 


CORNING GLASS WORKS, Corning, N. Y. 


W orld’s Largest Makers of Technical Glassware 
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No. 764 
“B”™ Rattery 


The complete 
Eveready Radio 
Battery line— — 
the right battery 
for every tube, for * 
every circuit, for : 
every dealer, for fl 
every radio user. 
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“B” Battery 





Radio Batteries 


~they last longer 








No. 7111 
» aa “A™ Dry Cell 


No. 766 
“B” Battery 


No. 771 
“C”™ Battery 











Eveready Radio Batteries are business builders 


DEPENDABLE merchandise—Eveready Radio 
Batteries. These are the batteries of pep and 
power. Known everywhere, used everywhere, 
sold easily. Show them, sell them. 


Here are batteries you can stand back of, 
absolutely, because we are back of you with our 
thirty years of battery building experience, our 
unrivaled laboratory and testing system, our 
immense factories, our speediest of all distrib- 


uting systems. Think what this means to you! 


Only reliable merchandise can give you a 
reputation for good goods, make people say that 
yours is the radio shop. Eveready Radio Bat- 
teries are good goods. 


There is an Eveready Radio Battery, the 
absolutely correct battery, for every circuit, for 
every receiving tube. Sell Eveready Radio 
Batteries. Ask your jobber. 


Manufactured and guaranteed by NATIONAL CARBON COMPANY, Inc., New York—San Francisco 


Headquarters for Radio Battery Information 
Canadian National Carbon Co., Limited, Toronto, Ontario 
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| reeommend 


Atkins Silver Steel Saws 
Gey / 7 ToMy Fellow Hardware Dealers” 













irene 


—" 


14.4 SEND US A LETTER 


body this amount for sending us a winning letter 

; for our contest on the subject, “Here’s Why I 
, Recommend Atkins Silver Steel Saws To My 
~ Fellow Hardware Dealers.” Our only require- 
ments are that your letter be written on the station- 
ery of the dealer with whom you are connected, 

and that this dealer handles Atkins Saws. If we 

accept your letter for publication you win $10.00. 


H Can you use $10.00. Each week we give some- 





= )} E. B. Haltom, c/o Darby & King Hdwe. Co., Winner 


E. C. Atkins & Co., Indianapolis, Ind. 


Gentlemen: 

The following reasons are why I recommend Atkins Saws to my fellow hardware 
dealers: 

We are in business not only for the profit on our merchandise but to give our customers 
their money s worth and the very best service possible. We are trying to help our fellow 
man by giving him the very best for the least money. Every edged tool sold by us is guar- 
anteed to be just as represented—if not, their money refunded or replaced with a new tool. 

We find Atkins Saws to be giving splendid results over our entire district, they afford 
every one a SQUARE DEAL, they let us make a nice profit for ourselves and they give to 
the user the very best of service. If for any sound reason Atkins Saws are not entirely sat- 
isfactory we gladly and cheerfully replace them, knowing that when we do E. C. Atkins & 
Company will make them good. This is what I call giving and receiving a SQUARE DEAL. 
You don’t have to get out of the Atkins line for any kind of saw—‘“There’s an Atkins Saw 
for every purpose.” 

We have just received four dozen Atkins Saws and sold three of them to one customer 
on the day of their arrival. 

It is a pleasure to recommend Atkins Saws to my fellow hardware dealer. Link up 
with the Atkins line and enjoy better saw business. 

Yours very truly, 


E. BERTRAM HALTOM. 
A FEW POINTERS ON ATKINS NO. 28 CARPENTERS’ HANDY SAW 


This saw is just as the name implies “Carpenters’ Handy Saw.” It 
can be used in small out-of - the-way places where it is impossible to use 
a regular hand saw. It is made of Silver Steel and fitted with carved 
applewood handle. You will find a ready sale for this saw among your 
carpenter, stairbuilder and cabinet- maker customers. Write for our new 


268 page catalog. 
E. C. ATKINS & COMPANY 





Established 1857 “The Silver Steel Saw People” 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
BRANCHES: 
Atlanta Minneapolis New Orleans San Francisco Seattle Paris, France 
Chicago Memphis New York Portland Vancouver, B. C. Sydney, N. S. W. 


N ATKINS ALWAYS AREA” 
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KESTER SOLDER 
says the keen 
Hardware clerk: 
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“ None Can Escape Me” 


KESTER Self-fluxing SOLDER 
*“‘Requires Only Heat”’ 





} V 
| KESTER Acid-Core SOLDER 


KESTER Rosin-Core SOLDER 











KESTER METAL MENDER 


Manufactured by the 
| CHICAGO SOLDER COMPANY 
4205 Wrightwood Ave., CHICAGO 
Direct Factory Representatives 
DAVIES-ELY CO. LOUIS J. ZIESEL 
66 W. Broadway 268 Market St. 
New York City San Francisco 
34 Portiand St. California 
\ Boston, Mass. 
FAUCETTE-HUSTON CoO. 
Cha 


ttanooga, Tenn. 
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E cmeaphigoemges every person coming 


into the store, means a sale for me! Believe 
me, there are few items besides Kester you can 
say that about. Now—for instance: 


Take Kester Metal Mender—with that 
alone, I sell the housewife, radio fan, motorist, 
farmer, schoolboy, and those who tinker; in 
fact, it’s a package for the general public. My 
whole sales talk is: It ‘requires only heat.’ They 
buy it and, of course, have great success, for 
it’s so simple to use. And then—the repeats 
sure keep me busy. 


On the other hand, take Kester Acid- 
Core Solder—that’s the stuff that sells to me- 
chanics, repairmen and other large professional 
users. And you’d be surprised how many ama- 
teur solderers buy this on spools! The one- 
pound spool starts the wedge and, before long, 
you’re selling ’em fives and tens. These sizes 
reduce the cost per pound, and I make larger 
sales, so everybody’s happy. 


Yes, sir, it’s a great line for satisfactory 
sales and real turnover. Excuse me a minute; 
a customer is waiting—lI’ll see you later.” 
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Just a thin blue thread— 





The thin blue thread marker that 
runs in the center between the strands 
of H. & A.“‘Blue Heart’’ Manila Rope 
adds nothing to the strength of the 
rope. A symbol of dependable rope 
~——it is there because it means more 
business to you, the retailer, and to 
us, the manufacturer. 


And why? Simply because buyers 
have learned to recognize in this ‘‘Blue 
Heart” trade-mark an identification 
of strength and durability in rope. 

_ This sure identification not only 
makes it easier for you to sell the 


but it means business 


first time, but gains permanent cus- 
tomers for you as well. 


It is a guarantee of rope spun from 
pure, long manila fibre by skilled rope 
makers, rope that will wear longer 
and deliver without fail the strength 
you have a right to expect. 


You can depend, too, upon H. & A. 
‘‘Red Heart” Sisal Rope, spun from 
pure sisal fibre by the same skilled 
rope makers. 

Build a permanent rope business in 
your territory with the well-known 
H. & A. brands. 


The Hooven & Allison Company 


Spinners of fine cordage since 1869 






Xenia, Ohio 
Mills: Mills: 
Xenia, Ohio North Kansas City, Mo. 
Cincinnati, Ohio Covington, Ky. 





Hé&A"“Blue Heart "Manila Rope 





Trade-Mark Reg, U. S. Pat. Office 


© 1924, The Hooven & Allison Company 
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New homes — old homes re- 
modeled — homes inadequately 
heated—combine to make a tre- 
mendous, active market for 
Caloric Pipeless and Monitor 
Pipe Furnace Dealers. 


Facts covering the pos- 
sibilities in your own 
immediate territory sup- 
plied upon request. 


oi 
tts. 3 
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Dealers 


Making Money! 


Caloric and Monitor 
' Dealers are making 








Caloric and Monitor Furnaces 


Easy to Sell 

y money! You too can 
New, -exclusive, improvements that are revolutionizing : 
furnace —— give Caloric and Monitor Dealers establish a profitable 
unequalled selling advantages: . 
One-piece radiator with smoke and cleanout collars business on these popular 
cast on—a masterpiece of the molder’s art. Absolutely lines by sending now for 
eliminates smoke, dust and gas leaks. ; . 
Expansion front, reinforced grate-shaking device, one- details of our attractive 
piece base ring and many other improvements. °° . . 

1 ist 

A practical and simple Time Payment Plan. Cash for ; proposition and price I . 
the Dealer—Credit for the Customer at reasonable HA. 
rates. 
National Advertising in the foremost publications. Our 
dominating campaigns have made the Caloric and . 
Monitor trademarks the best known to the public. The Monitor 


Furnace Company 


105 Years of Heating Service 


PIPE FU RNACES Cincinnati, Ohio 
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This message is going into 4,000,000 
homes during July. 


Hang a reproduction of this advertisement in your win- 
dow. It will tie-up your store directly to the advertising 
on Stanley Four-Square Household Tools appearing in the 


Saturday Evening Post Literary Digest 
July 5 July 19 


If you are not already receiving these 
advertisements, write for them now to 
the Advertising Department. 


STANLEY, 


NEW BRITAIN, CONN.,U.S.A. 


THE STANLEY WORKS —- THE STANLEY RULE & LEVEL PLANT 
NEW YORK + CHICAGO - SAN FRANCISCO: LOS ANGELES >: SEATTLE 














10 HARDWARE AGE June 12, 1924 


Display These Prominently 


Silent Salesman Does the Rest 





No. 42 Assortment 


THE ORIGINAL MIDGET SCREW DRIVER 
A wonderfully fast seller. Retails at 10 cents 


Little Wonder Screw Drivers put up on attractive red 
and gold display card move lively until all are sold. 
Be just as particular about the midget screw drivers 
you sell as you are about “its older brothers” and be 
= " assured of satisfied customers. Little Wonders are 
| > Re THE LITTLE WOKIDER rem pve? = made from the best of steel, blades are carefully 
& — WIDGET SCREW tole ie a a tempered and will not turn in the handles. 





Long steel ferrules and handles in red varnished finish. 


An important feature—Blades and ferrules are nickel plated, which prevents tarnishing or rusting when dis- 
played on counters or in windows. 


ag a comprises four drivers each with 14”, 2” and 3” blades. Each dozen on card in separate con- 
ainer box 


No. 35 
Reliance Assortment 


Reliance Screw Drivers are sold 
' from an attractive all-steel dis- 
play stand enameled in four 
colors and provided with rubber 
feet to prevent the scratching of 
fine show cases or counters. 
Blades of special tempered steel 
securely riveted through fer- 
rule and handle to prevent turn- 
ing. Handles designed to fit 
the hand perfectly and finely 
finished in black rubberoid. 


Blades full polished and ferrules 
nickel-plated. The assortment 
contains 4 4-inch, 4 5-inch, and 4 
6-inch. Also packed in one-half 
dozen to the box, sizes 2-inch to 
12-inch. 





The Bridgeport Hardware Mfg. Corp. 
Bridgeport, Conn., U. S. A. 


E BRI omega TT RINE 
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No. 30 Star Rivet, Box 
Joint, Side Cutting Plier 


Made in 
sizes 5”-6” -7”-8” and 9” 


_ PLIERS THAT GIVE SERVICE 


Mr. C. H. Gardner of Rome, Ga., tells us 
that he has a pair of Pexto Pliers that have 
been in constant use for over six years, cut- 
ting anything up to twenty penny nails, 


Reverse side showing rectangular opening, convenient ' ; : 
for linemen, particularly, for turning Lag Bolts while and now will clip a piece of paper as though 
working on Poles. Note the “Star” Rivet, an additional th ey were new 


Pexto feature. 








We receive many testimonials on the real, 
lasting service of Pexto Tools. 


Our Plier line is very complete, consisting 
of over sixty styles and all practical sizes of 
each style. 





Write for catalog of Mechanics’ Hand 
This view shows the unique construction of the Plier— 


no welding—two pieces of steel drop forged and one Tools. 
inserted in the other forming the Box Joint. Note raised 
cutting blades for flush work. 


WORTH WHILE TOOLS 





The Peck, Stow & Wilcox Co. 


Another view, emphasizing the perfect fit and alignment Southington, Conn., U. S. A. 
of the Box Joint, combining easy, positive action and 
extra long wearing qualities. 
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Just What a Better 


Wrench Should Be 


The Henry & Allen Stillson is a 
better wrench. 


The finest steel for wrenches that 
can be obtained,—made from our 
own special formula! Hardened 
and tempered by methods that we 
have developed during years of ex- 
perience in making wrench forg- 
ings. 


This increases the natural tough- 
ness—particularly in the jaw—a 
point of great strain. The teeth 
are specially treated — hardened 


deep dawn to prevent crushing 
under terrific pressure. 


A better distribution of metal 
means greater strength at all points 
of strain, and, incidentally, better 
balance. 


For easy identification they are 
marked “with a red nut.” All 
standard sizes. 6” to 14” packed in 
individual containers. 10” house- 
hold size also packed six in attrac- 
tive counter display carton. 


Ask your jobber or write us for 
more information. 


Henry & Allen, Auburn, N. Y. 


Henr 
STILLSON WRENCH 
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ne “KIDDIE” is. a registered trade name and is the exclusive 
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r of the HYC. WHITE CO., when applied to juvenile’ ‘vehicles. 












Kiddie-Kar Special 


Going stronger than ever in 
the fourth year 





















Large Easy Sales Mean Large Easy Profits @) 
3 : KIDDIE-KAR Special means BOTH 

* % RT eee ane 

os ; _ AN ITEM OF MERCHAN DISE— 

a that gives 100% in value— ; } 
= that is within the reach of moderate incomes— 

es ig that adds to health and happiness— 

4 that renders long and satisfactory service— 

sf is obliged to be a money maker for the dealer. Such an item is 

p White’s—KIDDIE-KAR—Special 

me 4 = 

p H. C. WHITE COMPANY, North Bennington, Vt. 

ee a “KIDDIE-KAR” and “KIDDIE” Vehicles 

Be: ai TRADE MARK TRADE MARK 

<2 a New York Sales Office—Fifth Avenue Building 

45 | f : 

he mes C) 3 me ee SR i Hee a AE ee ae we, : 
Eiger Sd og ee ile ‘“ | ‘On these. naree ‘of ee ea Efecies 8 pe See ig 
- WHITE'S “KIDDIE” FAMILY ALBUM 


on ai Fae oo 
will Appear ¢ each month items of interest to dealers about the various members of White’ s “KIDDIE” Family of Juvenile Vehicles. 
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Pronounced 


CRE-CO-ITE 


And Now— 


Each Crecoite tool is 
being equipped with a 
Grady Wedge, specially 
manufactured for us. It 
will eliminate loose han- 
dies. To tighten head, 
simply tap the wedge 
deeper. Every user 
likes the— 


Grady Wedge 





ORE sales, more profits, more satisfied cus- 

tomers, more repeat business! That’s what 

dealers everywhere are reporting since taking 
on the Crecoite line of steel tools. 


YOU can add to your reputation and profits 
in the same manner. You can offer your trade 
rare good quality at prices never before equalled 
—and still make mighty fine profits yourself! 


Crecoite is a special alloy steel developed 
especially for use in tools; it tempers evenly, re- 
sulting in reliable tools that you can handle with 
confidence. They will do the work for which 
they are designed and intended. 


Note Crecoite Camp Axe below—easy to sell 
to scouts, campers, motorists, etc. Within the 
reach of every boy’s pocketbook. Fully guaran- 
teed as to material and workmanship. 


If Your Jobber Can’t Supply You Write 
Us Today for Samples or Catalog H 


MARION TOOL WORKS, Inc. 


Subsidiary of Chicago Railway Equipment Company 
30 Years of Steel Making 


Marion Indiana 





No. 112 


Famous for its attractive 
appearance and sturdy 
service. Keen cutting 
edge, rubber black rust- 
less finish, forest green 
hickory handle; 1%-lb. 
head, 14-inch handle. 
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One Tool That Saves the Cost of Many 


Every company and every engineer is Coes Key-Model is giving complete satis- 
vitally interested in any tool that will save faction in these and other industries: 
its cost over and over in time and labor. 
. Power Plants Engine Rooms 
But the Coes Key-Model Wrench does Steamships , Railway Shops | 
even more than that—it does the work and — Engineers Refrigerating Plants 
° rewerie i i 
saves the purchase price of a number of : an. 
Likehtts sacle thet should i alieaiiie! Car Shops Pipe Line Companies 
makesnl OO1IS tTNalt SnoUu —s e€ usec Bridge Work Structural Work 
on large soft Brass valves and unions and Coal and Iron Roads Factories 
other costly fittings which such tools score 
and damage. SIZES 
Play safe, sell the Coes Key-Model for 28" weighs 16 Ibs., opens 57% inches. 
all heavy work in the places listed oppo- 36" weighs 27 lbs., opens 6/4 inches. 
site and guarantee it absolutely for sever- 48” weighs 62 Ibs., opens 97 inches. 
est service. 72” size furnished on special order. 





Your Jobber Will Supply You. 











{}/ // My 


_ 
COES WRENCH COMPANY ie 


“In business since 1841” 
Worcester Mass. 


Selling Agents 
J. C. McCarty & Co., 29 Murray St., N. Y. 
John H. Graham & Co., 113 Chambers St., N. Y. 


Fenwick Freres, 8 Rue de Rocroy, Paris, France 
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Builds Sales 
and Increases eroniey | | 
Month After Month © 


HE great variety of “Hotpoint Servants” provides the dealer with 

standard, well-thought-of electric appliances that sell steadily 
throughout the year, day after day, month after month. It’s not a 
“one-season” busi- 
ness. Several stock 
turn-overs each 
year assure a hand- 
some profit on the 
stock investment. 


The Famous 





LECCE IEEE 


IR Beh Sa a BS Hh -2 See Rs pikes 
; Ne Teahialr” ee age Ofek Gee Fi ieee 
, ase BAS Peer vee oth ¥ 








Sells 


EFvervwhere 





_ HE Hotpoint Iron combines the five greatest comfort and efficiency 
tor features ever offered the women of this country in an electric iron: 
@? % 1. The “Cantilever Thumb Rest’”’ which saves her strength even while 





> giving extra pressure on the ironing; 2. The “Tip-up Stand” which 
saves the energy of constant lifting of the iron and prevents scorching; 

Ret a1 | 3. The “Hot-to-the-tip Point’? which assures efficiency in ironing, par- 
ticularly in corners; 4. The “Swivel Plug” which prevents the break- 

ing of cords and blown fuses; 5. The ‘“Through-the-handle Bolt’? which 
provides a strong, non-wabbling handle. Women everywhere know 
the Hotpoint Iron and prefer it for the unequalled service it renders. 
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-~and Now You Can Sell 
the Best in Electric Curling 


Irons for * 500 
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This New Price Makes it Easy for 
You to Cash-in Big on the Electric 
Curling [ron Demand 


HE increased demand by women for the best in electric curl- 
ing irons has increased our Hotpoint production to an extent 
where we have been able to reduce the selling cost, making it still 


easier for the dealer to increase his curling iron sales and profits. f ° 
urling Iron 


The improved, exclusive features of the Hotpoint makes it by far 
the most popular-selling electric curling iron. It gives women 
what they want—the parallel-opening shield which prevents 


bunching up of the hair,— 
the professional end-tapered A ct 

s9 | Edison Electric Appliance Co., Inc. 
Now i 5616 West Taylor St., Chicago, IIl. 


waver rod,—the famous even- 
| Gentlemen: Kindly send me, without obligation, your latest 





Che Only Electric Curling lron 
with the “Professional Louch” 






ly heated Hotpoint heating . 
element,—the convenient, 

illustrated catalogue of “‘Hotpoint Servants’’ and other special 
merchandise announcements. 


removable swivel plug, — and 
perfect electrical insulation. 
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Dealers who are not already han- J Name... 

dling Hotpoint Curling Irons, and 

the many other fast-selling, satis- i Oe Ra Se Ri), a eR Oe 

faction-assuring ‘“‘Hotpoint Serv- ee ee ere oe eee ee 

ants” should immediately get ac- ae 
own - e 








quainted with their possibilities. 
Write now. Use the coupon. 


( 


EDISON ELECTRIC APPLIANCE CO., Inc. 


5616 West Taylor Street : Chicago, Illinois 
Factories: Chicago, Illinois, and Ontario, California 
BOSTON - NEW YORK - CLEVELAND - ATLANTA «: CHICAGO - ST. LOUIS - SALT LAKE CITY - ONTARIO, CALIFORNIA 
Also Makers of a Complete Line of Hotpoint Electric Ranges 
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GRAY-WICK 


SCREEN WIRE CLOTH 
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Dull Gray Finish throughout. 
Made from Open Hearth Steel 

















INCORPORATED 1892 
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16 Mesh, No. 33 guage filler 
No. 35 guage warp 


No. 34 guage 
Wickwire Bronze 


18 Mesh, No. 3 


Bi Liciie 
Siti TTT 
auenees 

















Wickwire Premier 




















White Metal Finish 

















Cortland Black Enameled 
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Galvanized Before or After Weaving 


Write your Jobber for Full Information and Prices 


WICKWIRE BROTHERS 






































Compare weight of our Screen Cloth 


with other makes. 


and Enameled with White Varni 
12 Mesh 
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Our other Brands Screen Cloth 
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Wickwire Brand Hex Nettin 
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ENTIRE FACTORY AND OFFICES 
CORTLAND, NEW YORK, U. S. A. 


ESTABLISHED 1873 
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The live hardware 


dealer says: 


‘“Of Course I Read ’em! 


: ‘“A man just tried to josh me about read- 
ing women’s magazines. He asked me if 
I crocheted lace when business was dull. 
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‘“Why wouldn’t I read women’s maga- 
zines? Half of the reading matter and 
most of the advertisements are about the 


things I keep in my store. 
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BOSTON 
WOVEN HOSE & 


RUBBER CO. “Just now I am reading the canning 


articles. I want to keep up on the latest 
Cambridge, Mass. thing in equipment, and I want to be able 
seid oo waasd eon: to talk intelligently on canning to the 


MILO and GOOD droves of women who come in to buy 
LUCK Brands of 


‘Standardized Garden GOOD LUCK jar rubbers. ’”’ 


Hose. 
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Nevoluboni2es 


Oil stove cooking 


OMEN who have never used an oil stove — and 
women who use nothing else — are delighted with 
this super quality New Perfection range. 


Cooking satisfaction never before dreamed of in an oil 
stove has built up a growing year’round market that you 
cannot afford to overlook. 


® Jast-as-Gas 
nited fama t Superfex Burners | 


Giant Superfex on each range, with 
speed of giant gas burner. The other 
burners are“‘Little Giants” —as hot 
as the standard gas burner. 
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The World’s Fi nest & Fastest-Cooking Oil ‘Range 


One hundred thousand users in its first year is the remarkable sales record 
of this highest quality New Perfection with fast-as-gas Superfex Burners. 








N° other line of oil ranges offers you the absolute superiority embodied in these 
Superfex models. Faster cooking than any other oil stove and equal to gas— 
high, roomy tops with extra shelf space, porcelain-enameled top, cabinet and conven- 
ient, removable burner tray—of appealing design and bright, lasting finish. | 
Year-round advertising—big space—a dominating list of magazines and farm papers— 
largely in color—is constantly behind the month in and the month out success of every 
New Perfection dealer. This advertising features both the Superfex line and the new 
1924 Blue Chimney New Perfection announced last fall 


If you haven’t the C. M. P. Co.’s “Complete Line’? catalog write us today. 
THE CLEVELAND METAL PRODUCTS CoO., 7104 Platt Ave., Cleveland, Ohio 


Branches in principal cities—warehouses at convenient points. 
In Canada write Perfection Stove Co., Ltd., Sarnia, Ont 





New Perfection 
& Puritan — The 
100% Complete 
Oil Stove Line 


In addition to Superfex 
models your stock 
should include the 
1924 Improved Blue 
































ouberfine i 03. Superfex portable ovens 
range of exceptional cooking capacity. Has Chimney New Perfec- ae a three and + y omy ame sizes. In 
— in, ee is equipped tion,the long establish- — gnd ont ag satisfaction 
ond petlestnance. - ed “30 line” of Blue 

Chimney stoves andthe 


fulllineof Puritan short 
drum stoves. By con- 
centrating your pur- 
chases on this complete 
line you can satisfy - 
every oil stove require- 
ment. 


o> 
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Model 422. Agree 4 “All purpose” stove with 
— ” ne an porn nag Burners, lower top 


The stove of a = 
pomp home megan re ken 


PERFECTION 


Oil Cook Stoves and Ranges 
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| CHICAGO) 
SPRING HINGES © 








THE 
“SIMPLEX” 


(Simple Application) 








Applied Direct To Door Casing 
No Hanging Strip Required 


<+> 


STRAIGHT WEB 
BETWEEN BARRELS GIVES 


1, Strength. 
2. Balanced Strain. 
3. Uniform Appearance. 





FEATURES AND STANDARDS 


The primary feature of this Spring Hinge is 
the application direct to door casing without a 
hanging strip. 





The exclusive characteristic, of most impor- 
tance, is that all the standards of the “Triplex” 
Spring Hinge which have been recognized for 
over fifteen years, have been maintained in the 
“Simplex” Spring Hinge. The distance between 
axial centers, location of screw holes, length of 
flange mortise cut, size of spring and barrel, 
straight web made of multiple thickness metal, 
etc., all are identical with the “Triplex,” which 
has been respected many years for construction 
and quality by architects, builders and hardware 
dealers. 
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Send For Descriptive Literature 


“Simplex” Spring Hinge 





Double Acting—Type 9001 : 
SPRING HINGES 
Look for the Trade Mark 
Chicago Spring Hinge Company, 
CHICAGO NEW YORK 3 
U. S. A. - , é 
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TRADE MARK 


SPRING HINGES 


THE 
“TRIPLEX” 
Made to Recognized Standards 


<@+> 


What Are Standards? 


A standard is that which has been estab- 
lished by authority, custom-or general use. 


Standards are essential and should not 
be changed by manufacturers, unless neces- 
sary for improvement or economy. 















“TRIPLEX” STANDARDS 


There are certain standards in the Spring Hinge 
industry which have been recognized for many 
years as important to the application and use of 
Spring Hinges. 


The distance between the axial centers and loca- 
tion of the screw holes must be maintained to avoid 
confusion and unnecessary expense in replacements 
and furthermore to conform to standard equipment 
of manufacturers who have provided for the appli- 
cation of Standard Spring Hinges to their products.° 


The “Triplex” Spring Hinge is constructed to 
standards which have been recognized in the indus- 
try for over fifteen years. 





Send for Descriptive Literature “TRIPLEX” 
SPRING HINGE 


~~(CHICAGO)— Double Acting 
Type 2001 
SPRING HINGES 


Look for the Trade Mark 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U. S. A. 
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HE other day we were driving 

by a distributing station of a 

big metropolitan daily newspaper. 

There was a swarm of boys all busy. 
getting their bundles of evening 

papers, their cars were parked 

around in exact accordance with 

the local parking rules governing 

automobiles. 


boys—and their dads. 











15 Out of 21 
Were Janesville Wagons 


When boys are sold on Quality, they stay sold. 


The Janesville Ball Bearing Coaster appeals to such 


It’s a good line to tie to! 
Ask your jobber—he knows. 


JANESVILLE PRODUCTS CO. 


Janesville, Wisconsin 


Out of the 21 Coaster Wagons wait- 
ing for their bosses, 15 bore the 
Janesville mark, the rest were those 
anonymous makes sometimes sold 
for subscription purposes. 


We finally mustered up courage to 
speak to one boy who seemed to be 
the ringleader. ‘‘Mileage,’’ said 
he shortly and closed the conver- 
sation. : 
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Mengel Playthings 






OYS! Toys for the seashore, 

the mountains, for boys and 
girls everywhere. The summer 
opens up a vast sales field of possi- 
bilities for Mengel Toys. 

Mengel Playthings develop little 
bodies and strengthen muscles. The 
See-Saw-Sircle not only see-saws, 
but also revolves on a roller-bearing 
pivot. The'top board can be ad- 
justed to accommodate all dif- 
ferences.in the weights or sizes of 
children. 

The Foot Racer has 
proved its popularity. 
It is rugged and simple. 
There is no other like it. 

The Wheelbarrow is 





The See-Saw-Sircle 


The Mengel Answer to the Call of Summer 


stand the hardest knocks. The wheel 
cannot split or break, for it is made of 
special ply-wood; all other parts are 
made of solid lumber. 

The See-Saw is a toy that is a 
never-failing source of enjoyment. It 
is rigidly built to give a lifetime of 
service. 

Parents, children and even Nature 
conspire to be your salesmen. With 
Mengel Playthings in stock and the 
call of summer at hand, Opportunity 
walks up and shakes hands with you. 
Acknowledge the intro- 
duction. 

Send for our com- 


plete catalog attractive- 
a ly illustrated in full 





a sturdy toy built to 









The Foot Racer 





colors—to-day. 


THE MENGEL COMPANY, Incorporated 
Louisville, Ky. 
New York Office and Showroom, Fifth Ave. Building 


The 
W heelbarrow 
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All grades of wire cloth, from the finest weave to the heaviest, come 


from the looms of the Wickwire Spencer weaving mills. Whatever a 


your requirements may be, the production departments of these plants 


Beet 22.) ie aes ee EES 
MLC viet AS i Oh Wey te Pan nv 


will serve you promptly and in complete compliance with your 
specifications. 


AMERICAN WIRE FABRICS CORPORATION 


Subsidiary of WICKWIRE SPENCER STEEL CORPORATION 
General Offices: 41 East Forty-second Street, New York 


Western Sales Office: 208 South LaSalle Street, Chicago 
WORCESTER BUFFALO PHILADELPHIA SAN FRANCISCO LOS ANGELES 
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A retailer has written us— 


““Have sold a lot of these goods and pleased to 
say my customers are more than satisfied.” So 
reads an unsolicited letter from a retailer sell- 
ing Rome Percolators. 


To aid the retailer in the sale of Rome Perco- 
lators, we will furnish folders descriptive of 
methods for making “A Good Cup of Coffee.” 
We will imprint these with the dealer’s name. 
This folder appeals to the consumer for within 
it are given six simple rules for good coffee. It 
helps the retailer turn his stock of Rome 
Percolators. 


Inquire of your jobber or write us direct. 











Ld 


(Cold Water) Percolators 


The ROME Percolator, so called ‘‘Cold 
Water’’ percolates with water from the 
faucet in about one minute. 








These percolators fulfill every condition for 


es Rice Leaders of the poe gy te is a ideal coffee making—we have spent much time : 
n- 
Seles in the condect of ell Dedman: HONOR, and money to give the retailer a real percolator, 
os os ee =o - both from the standpoint of satisfactory results 


guided by this foundation. , 
to the user and profit to the retailer. 


Made of copper, the most enduring utensil 
metal, heavily tinned inside, polished or nickel 
plated outside. Simplicity of construction 
makes Rome Percolators easy to keep clean— 
and this is what the housewife seeks—the 
in, canis ON a ele tee eae em cover, for instance, is not hinged and can be 
pearing on our utensils is your further guaran- easily washed. 


tee. We so mark our utensils because we are 
proud of them. . 

ROME MANUFACTURING COMPANY 
Offices and factories: ROME, NEW YORK 


BRANCHES: 
NEW YORK, 342 MADISON AVE. BOSTON, 60 INDIA STREET 
CHICAGO, 1431 LYTTON BLDG. SEATTLE, 302 PIONEER BLDG. 
SAN FRANCISCO, 610-614 WELLS FARGO BUILDING 












BOW rig | sar Ra ets i ae a rt aaa ” 4 Sc epecpe eres = . . 
bee pee ta mist Shy ae BRS 1" See aS tat RS Seige Ht? eae So ae a aS RY As sas a dee Ce 
ee SS es Sle , By —* ~ x Wer a SS " Fry Lem . 27s Af / eu at ch ont BO ree ate > 7". 4 55 » <4 oe at a3 > * AS Bas 
é ae APD bE eae AP: oS Sayers b? Seas he Rp nats a ea ihr aes a Biak ated >, DS sbpeile AP ae MO AF bee as . hee * Ay 
. ~ Sees iy ate ly Sa CR OC Mae Re i Ee es | EF Re S8 Fan a 
7 Be poe ma te f. pe ey 4 =, er ey 
Dy beet: . 


Basket and Tube of Rome Cold Water Type 
Copper Percolator 






Basket is separate from tube which sim- 
plifies cleaning and filling, and also pre- 
vents breakage. Action through tube and 
valve is rapid and positive. Percolation 
commences in about one minute. 
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Wake Up with a Smile! f 


THE NEW HAVEN CLOCK CO’S | 
True Time Tellers 


—— Se 


NE ee 


NEW LINE of improved thin model alarms, with convex glass and new dependable 

movements of simple construction; each a tested TRUE TIME TELLER before it 

| leaves our factory. | 
Ti-Tan . . . $6.00 Tom-Tom . . $3.50 : 


| :, Tat-Too . . . $3.00 
| caret... ae Tick-Tock Octagon $2.75 


| Tat-Too Jr. . . $3.00 Tell-Tale . . . $2.00 a7 
| Also furnished with Radium Dial $1.00 extra it 


A set of artistic figures of the True Time Tellers Family are reproduced in colors on the | 
clock boxes and can be used in making very attractive window displays. Each clock is 
tagged with resale price. 







aA 


Ti-Tan, Radium Tat-Too Jr. 


The New Haven Clock Co., New Haven, Conn. 


—= 

be) BRANCHES: 

a New York San Francisco Chicago 
S . Toronto, Canada 
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can Screw Co 


Stove Bolts 
Tire Bolts 


PROVIDENCE , 


Machine Screws 
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Tremendous step forward 


Racing Model, ALUMO Skate, satin finish, or woman’s ALUMO Skating Shoe 


Alumo Skates 


is reason for remarkable success 


New, patented skate gathers 
profits like a rolling snowball 


a ALWAYS happens when a new, 
patented article, of great merit, meets 
instantaneous approval of consumers? Every- 
one connected with its sales reaps a new profit. 
Profit for you is the result. 


Alumo Skates are just such an article. Fully 
protected by patents in every important skat- 
ing country where this king of winter sports 


is enjoyed. Welcomed enthusiastically by 
skaters everywhere. 


Alumo Skates are made and sold by a thor- 
oughly reliable company—the same people 
who control the patents of Kryptok Glasses, 
with which they have made one of the out- 
standing merchandising successes of the past 
ten years. 


Points of superiority that 
build sales 


1. Alumos are different—an entirely new 
type of skate, designed and built on an 
entirely new principle. The fine steel run- 
ner and aluminum body are inseparably 
molded together in one operation. 


2. Alumos are light in [jweight—the only 


aluminum skate. Marked- 
ly reduce weight on skat- 
er’s feet, making skating 
easier, faster and less tir- 
ing. Made of aluminum 













Alumo Skates 
riveted to Alumo 
Skating Shoes 
are made for 
men and women. 
Models: Racing, 
Hockey and 
Arena. Finishes: 
Polished and 


Satin, 


Selle 


alloy that will not rust and takes a perma- 
nent finish. 


3. Alumos are strong—practically indestruct- 
ible, because of the selected material and 
extremely accurate patented construction. 

4. Alumos are durable—no rivets or joints 
to collect rust, loosen or come apart. 

5. Alumos are fast—scientifically designed. 

to give greater speed. 

Alumo Skates are sold only on Aiumo 


a 


_.4 Skating Shoes—Alumo Skating Shoes, 


stylishly cut on original patterns, are made 
on lasts formed to fit exactly the curvature 
of the scientifically shaped heel and sole 
plates of Alumo Skates. A combination 
wonderfully comfortable and heretofore 
unobtainable. 


Alumos are advertised —Well - planned 
advertising is run at the height of the sell- 
ing season to reach consumers, 


Send for Catalog 


Hundreds of dealers already know the possibil- 
ities for profit in Alumo Skates. They have 
made money with them. So can you. Get 
complete information for yourself. .Ask your 
jobber about Alumos or write direct to us 
today for a catalog. This puts you under no 
obligation to buy. The catalog will be sent to 
you by return mail, postage paid. 


INTERNATIONAL DEVELOPMENT CoO. 


Sole Owners of Alumo Skate Patents 
Malden, Mass. 
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UST as the great Twentieth Century Limited has built 
J up a reputation for faithfulness to time so have Smith 
& Wesson revolvers earned an international prestige for 
faithful performance. The confidence that men have in 
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the reliable construction and accuracy of Smith & Wesson 
arms justifies their title of SUPERIOR. 


SMITH &¢? WESSON 


Manufacturers of Superior ‘Revolvers 
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SPRINGFIELD 
MASSACHUSETTS 
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Catalogue sent on request. Address Department N. 


| 
bd 
MN GF 


| 








UN 
AN 
1H Za 


| 


' ' 
.! 


il 


No arms are genuine Smith & Wesson Arms unless 
they bear, plainly marked on the barrel, the name 
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SMITH & WESSON, SPRINGFIELD, MASS. 
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Western Representative: 
Andrew Carrigan Company, Rialto Bldg., San Francisco, Cal., Los Angeles, Cal., Seattle, Wash. 
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Tie Up With “Gold Medal Week” 
June 28th to July 5th 


HE full page advertisement of Gold Medal 

Folding Furniture in the SATURDAY 
EVENING POST for June 28th features Gold 
Medal week and urges the public to see the dis- 
plays of Gold Medal Folding Furniture shown by 
good dealers. 


Be sure you are lined up to turn the interest 
created through this advertising into profitable 
sales. Thousands and thousands of people are 
ready to buy folding outdoor furniture—of the 
quality and good value for which Gold Medal is 
famous. 


Because of light weight, durability, and com- 
pactness when folded, Gold Medal Folding Fur- 


niture has attained dominant popularity all over 
the country. No other is so ideal for motorists. 
tourists, campers—no other is sold them in such 
quantities. 


Artistic in design Gold Medal is also immensely 
popular. for porch, lawn and home use. 


These are the features being nationally adver- 
tised to your customers. No other folding furni- 
ture offers you such an opportunity. 


Display Gold Medal on Gold Medal Week. 
Stock it quick. If you are not yet profiting on 
what we are doing for dealers, write at once for 
full particulars. 


GOLD MEDAL CAMP FURNITURE MFG. CO. 


1706 Packard Avenue 


“GOLD MEDAL 


Racine, Wisconsin 


TRADE MARK REG. 


FOLDING FURNITURE 


For 32 Years the Recognized Standard 





June 12, 1924 





ia 13" 
eget 


oS Ct ee 3 is geo Cod 
pie eas ie RESO 
+ A Ml Tee MASTER a Sirs d 

















ish 
oe 
ee 


by «eee PRR Pate ees ‘ae 
ee Mage 





June 12, 1924 HARDWARE AGE 











R 
“pe 
v 


wae ss 
Big eT Br 

















POR a pater on 






c 








~ eee o ere vam ge 
~ommemanneanscamaenet® Suna 









ft C om Be ~ eS @ ere 
oe Rename ter Gromer ee tots hegre ve tmrcimnn 











Spat)», Sth ae mI Rc oma a ; hie 
teks, et? 5 penta Pen ae oes ak SNES | Ih ah 2 RSS ate ee So 4 SR 
ae eS Rar a Se SR ga a 


" er ae . -tee 2 ute Me 
bi oi. ee ESE 
Sarge, Pe wae ae 


“LOOK INTO IT” 


TRADE MARK REGISTERED 












The Patterson-Sargent Company 


Cleveland Chicago New York Kansas City St. Paul 
Detroit Long Island City Boston 
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Lq~_the Lucky Dog Kind ¥ 





ey 


The famous Red Sox trio, EHMKE, LEE and BOONE, discussing the merits of D&M GLOVES 


VERY spring we receive requests from over 

four Nl. major league stars for “‘the same 
model glove that I used all last season.” For 
the same reason that these players stick to 


D&M GOODS 


your customers will stick to you. The quality is 
there, and quality is what brings repeats. 








FOR | : FOR 
BASE BALL ~ Bad FOOT BALL 








The same high standard that iden- 
tifies D&M BASE BALL GOODS 
is found in the D&M FOOT BALL 
LINE. 

This line is going to set 

the pace in fall selling 


ORDER NOW! BE ALL READY WHEN 
THE SEASON STARTS 


Write for Dealers Price List, Catalogs and 
FREE Rule Books 





The Lucky Dog says: 


atom a=) eke ME) Aa [RCM GO| INDECISION Is THE 


BANANA PEEL ON THE 


— PLYMOUTH, NH.US.A.——] Boab To Success 


CURLEY-BATES COMPANY | CANADIAN BRANCH STOCK D&M GOODS 
45 SECOND STREET,SAN FRANCISCO | 363 ONTARIO STREET 
PACIFIC COAST REPRESENTATIVES | MONTREAL 
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The Caille 
Liberty Twin 


Meg ey ee _— ‘ 
r i 2 . 
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“How Soon Can I Get 
Caille Liberty Motors?” 


Hundreds of dealers have asked us this question. The answer is “We can guarantee 
prompt deliveries right now.”’ But the demand for this new Liberty Twin has exceeded 
our greatest expectations—how long we can guarantee early shipments we cannot say. 
Our million dollar plant is running to full capacity—we hope to be able to supply the 
demand right through the season. But to make certain you will have all the motors 
you will need, write or wire us immediately! The 





is going over big—and for good reasons. No other motor has even haif its ad- 
vantages—no other motor gives you such a line-up of strong selling points. Direct 
drive—100% use of boat—no vibration—motorcycle control—Bosch Ignition— 
Zenith Carburetor! A motor that is unequivocally guaranteed by one of the fore- 
most builders of marine engines in the world! A motor that is trouble-proof, dam- 
age-proof, fool-proof—that “drives a boat wher’er ’twill float,” through thickest 
weeds and over sunken obstructions that would wreck any so-called “ tilting’’ motor. 


You can’t drive a row boat in shallows with a vertical type motor. Read our challenge. 


Leading Dealers Everywhere Handle It 
Wanamaker’s of Philadelphia, Macy’s of New York, Belknap Hardware 
Co. of Louisville, Von Lengerke & Antoine of Chicago—these are but a 
few well known merchants who recognize the money making possibilities 
of this wonderful new motor—and all are shrewd buyers. 

Write us now for discounts and territory. rights—don’t delay. Good 
territory may still be had—get the Caille franchise in your locality and 
head off dangerous competition. 


THE CAILLE PERFECTION MOTOR COMPANY 
6236 2nd Boulevard DETROIT, MICHIGAN 





-’” PRONOUNCED “CAIL” 
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The Caille 
Liberty Twin 


14.0% 


Packed in 
Handy Chest 


Our Challenge 


to other builders to 
follow us through 
weeds, shallows 
and over sunken 
obstructions has 
never been accept- 
ed and still stands 


The Single 
Cylinder Liberty 
The motor that proved 
the direct drive priz- 
ciple. Complete with 
battery ignition. Same 
principle as Liberty 
Twin but single cylin- 
der and very mod- 
erately priced. 
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Raise the Kiddies 





Pat and Mickey 
Moore, Movie 


Stars on Their 
American Seooter 
















7 




















Conrad Nagels’ Daughter En- 
joying Her American 
Automobile 


JUVENILE— 


Coaster Wagons 


Steel Express 
Wagons 
S Tricycles 
JUVENILE— Doll Cabs 
poo a Baby Carriages 
Velocipedes 
Scooters 
Pedal Cars 
In center: 
Hand Cars Edwin Hubbell 
Movie Star 
_SALES ROOMS: : - : _. ee oo = einen noone: 
Wolf & Con 268 ath ee ee f gk” 7 ot og Bg 


Ave. 

way. 
Chicago: Line on dis- 
play at July Furni- 
ture Mart, 666 Lake 
Shore Drive. 


Denver: Great West- 
ern Mercantile Com- 
pany, 325 Charles 
Building. 


Boston: C. I. Harvey, hoe a ae eee ee eee 


78 Merrimac 8t. fs a ae ‘iil San Francisco: Pa- 


cific Sales Co., 718 
Mission St. 


Baltimore: Frank 
Wissig, 737 
Lombard St., W. 


‘‘Known Around the World’’ 


Good merchandising means featuring 
live items and closeting slow movers. 
You will find it a paying proposition to 
push back some of those slow sellers and - , 
display a few American Automobiles and _ 
Velocipedes. They will move quickly. FF 
The American Line Is The 
Profitable Line To Handle 


Ask your Jubber or write for 
new catalog and price list. 
















Anericany 


oe 


fiona! 


| Nemes Be 




































PB ys: 2 
aR 





BS Aer ory 


~ 


Y 
35 


a, 8 


Aiea, 
% 


meee ee ak ne hs 
poe See eT Be 





June 12, 1924 


: HARDWARE AGE Od 




















bell 
7 
HS 
*r 
Dee, 
"1 
bs 
“ie 
eee 
Jy eo 
iM. 
chs 
Po 
A 
Pha 
Nae oe 
‘I 
+ 
gee 
es 
it 
Seep 
nin 
2 * 
ay 
oF 
¥4 
cy 
= 
Y 
ae 
Px 
2 
¥: 
eye 
Ce 
Be 
f 


Pa 
9.7: 
5 
eg 
Li 
~~ 
Lal 
. o 
wSs: 
-— 
a ae 
bea saa 
a ds 
iets: pe 


har tay 000 autos in the U. 
4A. How many in your 
aR 





The Kampkook ring type burner, an 
exclusive feature, produces a well 
spread, uniform cooking fire which 
does not scorch in the center. 

















ss 


Kampkook tanks have large capac- 
ity and are quickly detachable for 
convenience in filling, another ex- 
clusive, patented feature. No fun- 
nel required. 





Kampkooks fold like a small suit 
case. No detached pieces to lose, 
no projecting parts to break. It’s 
all inside. 


y Anlo ( 






























In circle, Kampkook No. 4, America’s finest camp stove. Large 
cooking surface, back shelf, wind shield. Insert, Kampkook No. 
Advertising now appearing in Post, Digest, American, National 
Geographic, and leading outdoor magazines. 


And Every Tourist Nests the 


R I 
CKAM Biko’ok 
USED BY MORE THAN A HALF MILLION agemne 


Highways everywhere are lined with motor tourists vacation bound. 
Thousands more are planning outdoor vacations. Motor camping has 
become the National Recreation and every motor camper is a Kamp- 
kook prospect. ' 

Kampkook, the original gasoline camp stove, is the result of 28 years 
experience in designing and manufacturing gasoline gas appliances. 
It’s the time tested, never failing solution of the campfire problem. 
It’s the one camp stove you can sell whole heartedly, that you can 
back with all your enthusiasm; it’s the stay sold, sure profit stove. 
Kampkook has the recommendation of more than a half million sat- 
isfied users. And Kampkook advertising, more than 31,000,000 
forceful, dominant announcements in leading publications are telling 
the Kampkook message to your customers. Will you take the profits? 
Made in four sizes, one to meet the needs of every buyer at $7.50 to 
$15.00. Any leading jobber can supply you. 


Kampkook advertising is producing thousands of inquiries. Your name on a postal stating that you sell Kamp- 


kooks will bring you the inquiries from your trade territory, also window displays, imprinted folders and other 
sales helps. 


American Gas Machine Company, Inc. 
Albert Lea, Minn. New York, N. Y. 
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The Summer Program 


for 


“American Flyer’’ Backyard Railroads 

















One of the Prize 
Winning 
“American Flyer” 
Backyard 
Railroads 


% : 
e 
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a ee 
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This year an even more comprehensive program and a greater intensive 
effort for stimulating the popular summer sport of Backyard Railroading. 


Prizes for Dealers 


For the Best Display of Backyard Railroad 
Equipment either in the Windows or in the 
Store, we offer the following prizes. 


Ist Prize $50 2nd Prize $30 3rd Prize $20 5 Prizes of $10 each 
10 Prizes of $5.00 each 


Come On You Window Trimmers. 








Photographs Must Be Mailed on or Before Sept. 15, 1924 
Any Toy Railroad Equipment May Be Used 


Prizes for Boys 


For the Best Backyard Railroad 
Ist Prize $25 2 Prizes of $10 each 10 Prizes of $5 each 
25 Prizes of $2 each 


Photographs Must Be Mailed on or Before Sept. 15, 1924 
Any Toy Railroad Equipmerit May Be Used 








June, July and August Advertising in all the leading Magazines for Boys. ° 


American Flyer Mfg. Co. 
2219-39 South Halsted Street Chicago, Illinois 
New York Office—Fifth Avenue Building 
General Distributors—“STRUCTO” Hoisting Toys and Autos 
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when you see a man 
take a rabbit out of 
an empty hat— 


THAT’S BUNK! | 


When some “‘wise”’ bird tells you that his par- 


ticular brand of bait is better than AL FOSS 
Pork Rind Minnows—that’s MORE BUNK. 











Dealers who have stocked them and anglers 
who have used them are unanimous in their 


declaration that AL FOSS Lures are the goods. 








45c — Bass, Musky 
and yg &.. Spinner Every 


SHIMMY WIGGLER—ORIENTAL WIGGLER 
LITTLE EGYPT WIGGLER 
SHIMMYETTE FLY ROD WIGGLER 


J 
- (‘air 






l/2 OR 58 OZ. 


has an in-built propensity for fish-getting that nothing can camouflage. 
Rabbits do NOT come out of empty hats. Business is NOT built up on 
‘something just as good.’ Better stock genuine AL FOSS Lures for 1924. 








SHIMMY WIGGLER 
VV, or Vg OZ., $1.00 


LITTLE EGYPT WIGGLER 
Weight, % oz. 75c 

















SHIMMYETTE FLY ROD WIGGLER a apg WIGGLER 
Weight 1-20 oz., 50c VY, or Y¥% oz., $1.00 
(used with our fly spinner pork) All Red, All White or Red and White 
1728 Columbus Road Cleveland, Ohio 


Let us send you full particulars regarding the latest AL FOSS creation, 
the JAZZ WIGGLER—a 50c lure 
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Uncle Sam’s Choice 
For more than ten years HOPPE’S NITRO 
POWDER SOLVENT NO. 9 has been on the 





U.S. Army honor roll 
ed for cleaning firearms. 

See instructions in the U. S. Small Arms 
Firing Manual for the Regular Army and the 
Organized Militia; also used by the National 
Rifle Association, and the U. S. Revolver Asso- 
ciation. 


Standard Everywhere 


HOPPE’S NITRO POWDER SOLVENT 
No. 9 is known everywhere as the one stand- 
ard and reliable “gun solvent.’’ Removes all 
powder residue, leading and metal fouling; 
prevents rust. 


officially recommend- 


Sell it to your trap shooters, target shooters, 
.22 calibre enthusiasts, now. Easy, quick and 
safe to use. Keeps shotguns, rifies, revolvers 
and pistols in best shooting and resale condition. 

Sold only through the trade in 2-ounce bot- 
tles. Your jobber will supply you. Write us 
for free Dealer Helps. 


Frank A. Hoppe, Inc. 


For more than 20 years the Authority on Gun Cleaning 


2314-H N. Eighth St. Philadelphia, Pa. 


















Here are the facts— 


Northland Skis 


are made by experts of choice 
selected woods. 

They are durable, speedy and 
sliver-proof. Champions prefer 
them. 

They are nationally advertised. . 
The results—quick profitable sales 

and rapid turnover. Look for the 
deer-head trade-mark. 

Illustrated booklet on request. 


The World’s Largest Ski Manu- 
facturers. 


Northland Ski Mfg..Co. 
22 Merriam Park, St. Paul, Minn. 
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By the Best “Radio” in the | 
World—a Happy Child! A 


Dealers profit by this wide popu- 
larity. They find sales easy and 
turnover quick with 


¢ eddier 
Toys 
This volume enables us to build better 


toys and still keep prices favorable and 
profits satisfactory. 


Write for 4-color Catalogue and details 
of our new “Special «¢ 





Assortment” plan for “ae a. : 
dealers’ benefit. . | 
N price. ois 






































For 
HARDWARE, SADDLERY 
and TOY TRADE 


Also for the manufacturers of 
Electrical Bells, Telephones, 
Clocks, Recorders, Registers, 
Typewriters, etc., etc. Special 
sizes made to order. 


The N. N. HILL BRASS CO. 


East Hampton, Conn. 
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Side Lines For Salesmen 


Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
reliable salesman to represent you. 
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Golf Bag 


HE ‘‘/Jabor-saving advantages ot 
the new model Burr-Key Golf 

Bag Equipped with the 
IMPROVED BURR-KEY 

Adjustable Handle and Metal Top 
are so obvious that lfer hiv 

‘‘on sight.’ 
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How to Increase 
Your Fire Arms Sales 


DEALER in a small city writes us 

as follows: “I sell about three 

dozen COLT’S Fire Arms a year. 

I always carry a fair size stock and 
keep it well displayed with ‘Home Pro- 
tection’ window cards. Is there any- 
thing more I can do to increase my 
sales?”’ Yes, sir! And we will gladly tell 
you how. If you don’t feel able to do 
the job 100 per cent, we will show you 
or any other dealer how to do it. 


Send for these Free form letters: 


Address a “Protection”’ letter to the 
president of every bank in your com- 
munity, urging the necessity of COLT 
Fire Arms for messengers, cashiers, etc. 
Do the same with every manufacturing 
concern suggesting their paymaster’s 
protection. 

Jewelers are also good prospects. 

So are medium and high priced car 
owners. 

Go after them by mail, —_— your letters 


strong, personal, convincing. Send them 
out EVERY MONTH-—you’ll find per- 
sistency pays. Wonderful sales are be- 
ing built up this way. 

How’s your Colt stock? 


COLT’S PATENT FIRE ARMS MFG. CO. 
HARTFORD, CONN. 





Pacific Coast Representative 


O S Phil. B. Bekeart Co., 717 Market St. 
L San Francisco, Calif, 








THE ARM OF LAW AND ORDER 


i lt tn 


ener a Re ae he 


a ht tl itn el 
ST ee 





nt calli lel alti! * . 
~ ct ol pan 
i Set) TEI Manbdad, 


. 


Te aE 





42 


HARDWARE AGE 


June 12, 1924 








This is Laundry Set No. 4. 
Send for Circular No. 3 and get 
full details of all these attrac- 

tive, quick-selling articles. 








“Sandy Andy” 


Toy Laundry Sets 


Interesting and instructive sets for little girls. All pieces are 
miniature copies of Mother’s laundry articles. In fact, they are prac- 
tical for actual use in laundering small articles. 


Quality Sets at Popular Prices 


Every item is carefully made and nicely finished. The pieces consist 
of a Metal Wash Tub, heavily enameled in blue outside, and white 
inside; a strong Clothes Reel; either a Metal or a Glass Wash Board; 
Clothes Pins; Galvanized Wringer with real rubber rolls; a Clothes 
Basket; an Ironing Board with all-metal stand, and an Iron with 
detachable handle. 

Four different sets, each complete in itself, are made up from these 
individual pieces. Each set is packed in an individual box. These are 
quality sets in every sense—but they are put out on a popular price 


basis. 
Send for Circular No. 3 Now 


and get complete information about these Laundry Sets and all other “Sandy 
Andy’’ Toys and Games. 


WOLVERINE Supply & Mfg. Co. 


Factory at Pittsburgh, Pa. 


New York Office — 200 Fifth Avenue 
Room 406 Telephone: Gramercy 3453 











CA Club is only as Good as 
the Hickory which Shafts it 


HERE is no scarcity of golf club 

hickory. But it must be seasoned 
properly. Here at the Burke plant. Th i 
every club shaft must be air-dried Of (Cite 4 
eighteen months and kiln-dried a proper ae Ce ae 


It would warp and twist and otherwise |": 
be unsatisfactory. ne an 
In the Burke plant today are more than 


| I cié $k Bi Wit 
time thereafter. Any deviation from fal Ey | i+ pani sieee 4. 
this method would result in a shaft with — 3)" !'\ {\ fh Bee fo Win 'a) 
neither the proper “life” nor endurance. way y We) [a3 
| 








two million dowels of second growth 
hickory in various stages of seasoning; when each 
emerges as a finished club we are proud to stamp it as 
a Burke product and send it forth to do its bit. 

Since you can honestly recommend Burke clubs you 
can be sure of satisfied customers and their repeat 
purchases. 


If you are not yet offering Burke clubs to 
your customers write for catalog, prices, etc. 


THE BURKE GOLF CO., NEWARK, OHIO 
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Bring in More Business 
_.- by Increasing Your Local Advertising 


Why not bring more customers into your store 
every week by doing more advertising in your 
local newspaper? The right kind of adver- 
tising will do it. 


Make your advertising readable. Don’t for- 
get that it must fight for attention against live 
news. Offer seasonable articles of merchan- 
dise: Describe them in an interesting way 
and use illustrations freely. Mdnufacturers 
will be glad to send you electros for this 
purpose. 


Don’t forget to tell about your service. Peo- 
ple are always interested in the personal side 
of your store. Make your advertising flavor 
somewhat of store news, as human and as per- 
sonal as possible. 


The department in HARDWARE AGE de- 
voted to retail advertising will help you in 
preparing your copy. This department, as 
well as all the other departments in the 
paper, is prepared with one idea in mind—to 
help you sell more hardware and make more 
profit. 
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“IT keep it in reserve for the most 
accurate work and it never fails” 


It’s a common shop saying that a man who owns a Dial Test Indicator 
must be a pretty good machinist. Just how good can likewise be 
determined by the skill with which he uses this fine instrument. 


When you show this Starrett Universal Dial Test Indicator to a man bring out the 
following points: 


It is simple, reliable, and very sensitive. 
Large spacing on the dial makes close reading easy. 


Dial is adjustable—knurled rim can be instantly turned to 
bring the 0 to any point desired in relationship to the hand. 


Adjustable to any machine tool (lathe, planer, shaper, drill, 
boring—grinding—milling machine, etc.) 

Furnished with attachments which at small additional cost 
more than double its usefulness. 














Write for Catalog No. 22 “‘A’”’ and the supplement 


STARRETT describing the new Starrett Tools 


UNIVERSAL DIAL TEST 


INDICATOR No. 196 THE L. 8. STARRETT CO. 


The World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled Ste 


ATHOL, MASS. — @@ aie 
Mw co suemey xe) 


Sell Starrett Tools 
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Coming Hardware Conventions 
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NATIONAL RETAIL HARDWARE ASSOCIATION TION CONVENTION, St. Paul Auditorium, St. PENNSYLVANIA AND ATLANTIC SEABOARD 
CONVENTION, San Francisco, Cal., June 16, Paul, Feb. 17, 18, 19, 20,1925. C. H. Casey, HARDWARE ASSOCIATION CONVENTION AND 
17, 18, 19, 1924. Herbert P. Sheets, secre- secretary, Nicollet Avenue and Twenty- EXHIBITION, Philadelphia Commercial Mu- 
tary, Indianapolis, Ind. fourth Street, Minneapolis. seum, Feb. 16, 17, 18, 19, 20, 1925. Sharon 

HARDWARE ASSOCIATION OF THE CARO- F. Jones, secretary, 604 Wesley Building, 


NEW YorRK STATE RETAIL HARDWARE AS- Philad hi P 
LINA NV Tri svi I iladelphia, Pa, 
S CONVENTION, Wrightsville Beach, goojarion CONVENTION AND EXPOSITION. 


N. C., June 17, 18, 19, 1924. Arthur R. puppaio, Feb. 10, 11, 12, 13, 1925. ‘Head- SoutH DAKOTA RETAIL HARDWARE ASSO- 

Craig, secretary-treasurer, 717-718 Com- quarters, Hotel Statler. Exposition at the CIATION CONVENTION (place not yet se- 

mercial Bank Building, Charlotte, N. C. Broadway Auditorium. John B. Foley, lected) Feb. 11, 12, 13, 1925. G Me 
MINNESOTA RETAIL HARDWARE Associa- secretary, City Bank Building, Syracuse. Barnes, secretary, Grand Forks. 
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The Sales Influence 
of 
The Automobile 


There is no exaggeration in automobile statistics. In 
this country, today, there are some _ 15,000,000 
vehicles registered. It is estimated that 60% of 
this registration is credited to towns of 10,000 
population, or less. 


The influence of the automobile in building enter- 

- prises is impressing. Observe the builder and con- 
tractor. Whenever possible they embody auto hous- 
ing in their plans, realizing the fact that the house 
with a garage sells first. 














NATIONAL GARAGE DOOR SETS offer the Hardware Dealer a golden opportunity 
in an active and profitable field. Quality combinations, perfect in every detail and low 
enough in price to enable every car owner to equip his garage with really efficient doors. 


Encourage the builder customer to install NATIONAL. You can assure him of positive 
delivery. YOUR ORDER IS SHIPPED THE DAY RECEIVED. 











ational 








No. 806 Sliding and Swinging Garage Door Set 


One of the excellent examples of easy operating door sets—a simple push and doors 
are opened. No binding, banging or friction. Storm and weather proof. One door 
so hung that it will operate independently of others and allows entrance and exit to 
Hangers are adjustable. Every part is furnished to make complete 
installation. 

Note minimum space required when folded against wall. (See illustration. ) 


garage. 


The No. 806 Display Model should 
be on every dealer’s counter. It 
shows every detail and is a prac- 
tical demonstration of complete 
Door Set. 


Write us for information and 
catalog of our line. 


Remember our policy: 


We sell direct to the dealer. No 
Jobbing connections. Direct ship- 
ments—which mean you buy at a 
better profit. Investigate our fa- 
cilities and you will better appreci- 
ate real service. 























National Manufacturing Co., Sterling, Ill. 
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The MAN 


e 


in 


The Neck of the Bottle 








the Bottle.” , 

His function is a vital one. The great majority 
of manufacturers, jobbers and retail merchants fail 
to realize what an important factor he is in the 
problem of merchandising. 


Standing as he does in the narrow opening 
through which merchandise must pass, he is in posi- 
tion to accelerate or impede the flow: He can be 
either a pump speeding up the movement of goods, 
or a cork holding it back. 


He has no problem of manufacturing, distribut- 
ing or stocking. His function is purely one of 
selling. On him alone depends the actual sales to 
consumers. Those who precede him merely place 
the goods for resale. He is the only man in the en- 
tire merchandising system whose business it is to 
sell the merchandise to the people who actually 
use it. 


And yet this tremendously important factor—this 
man on whom the entire burden of selling rests— 
is the most neglected factor in the whole merchan- 
dising problem. 


The average manufacturer, if he thinks of him 
at all, pictures him merely as a retail store fixture. 
The average jobber considers him as one of the 
“retail merchant’s problems.” The average mer- 
chant regards him as “a clerk”—“a hired man”—a 
sort of “necessary evil.” 

How can he be expected to sense the value of 
; his position if those for whom his work is done 
minimize its importance? How can he be expected 


"T the retail salesman is the ““Man in the Neck of 
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to function 100 per cent if his recognition, encour- 
agement and training are meted out on a “2 per 


'cent 10 days” basis? 


The day of miracles is past. Salesmen are not 
born salesmen; they are born babies just as their 
brothers are born. It is ridiculous to suppose that 
men come into this world supernaturally endowed 
with ability to successfully sell the six thousand 
items which make up the average hardware stock. 
It is equally ridiculous to assume that the mere 
hiring of a clerk immediately endows him with the 
knowledge necessary tp sell merchandise which 
required years of training to produce. 

Retail salesmen should be definitely selected, not 
merely hired. That’s the merchant’s job. They 
should be chosen on four basic qualifications— 
honesty, intelligence, personality and energy. 

These form the foundation for retail salesman- 
ship. On that foundation the structure itself must 
be built, and it is neither wise nor fair to ask the 
would-be salesman to rear it alone, without tools 
or plans. 

It is a four-man job. In its scope there is not 
only room but necessity for the wholehearted co- 
operation of manufacturer, jobber, merchant and 
employee. Well done it will increase business, im- 
prove conditions and build men. Under normal 
conditions it will insure a steady regular flow of 
merchandise to satisfied customers. 

The greatest problem of merchandising is a 
human one hinging on the huinan equation. The 
key to its solution is “The Man in the Neck of the 
Bottle.” 
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Left—Fig. 193— 
At left—Fig. 192 A Roman design 
Divisions A, B, 
C and D left to 
right showing 

Greek designs 


Right—Fig. 194 
— Romanesque 
decoration 























of the periods of architecture must at the same 

time conform in both shape and arrangement to 
modern uses and conveniences. This same treatment 
is applied to the hardware for such buildings. In size, 
shape and mechanical construction it must embody all 
the very latest ideas, but in ornamentation it should 
be true to the period of architecture of the building 
on which it is used. In order to illustrate how this is 
worked out and to give an idea of the stvle of hard- 
ware suited to certain architectural periods, a number 


i dene of today conforming in design to any 


uilders’ Hardware 


Hardware Suited to 


By W. N. 


of cuts of knobs and escutcheons have been selected 
from the many designs manufactured by several of 
the largest makers of builders’ hardware. Other 
makers, no doubt, have designs of equal merit, but 
limited space makes it necessary to be content with 
those shown here. 

Fig. 192 shows several very good Greek designs. In 
divisions A and B will be noted the plain square Greek 
Doric effect. In A the “egg and dart” and “pearl and 
bead” borders are used for simple ornamentation, 
while in B there only the “pearl and bead” border is 




















Fig. 195—Divisions A, B, C, D, E and F left to right showing the Gothic influence 


196—Divisions A, B 
Renaissance types 


Fig. 





and C Italian 
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Left—Fig. 197, Div- 

isions A, B, C, D, 

left to right — 

French Renaissance 
types 





Right—Fig. 198. Di- 

visions A, B, C, D, 

left to right—Eliza- 
bethan styles 
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From the 


Period Architecture 


Ground Up 


THOMAS 
used. In C the ornamentation is a little more elab- As has been previously shown, the Roman architec~ 
orate, making it better suited to the Ionic order, as tural decorations were largely drawn from the Greek 
this order is usually slightly more decorative than the and for this reason hardware with Greek decoration. 
Doric. In D there is associated with the “egg and is frequently quite appropriate for use on buildings of. 
dart” and “pearl and bead” the “palm” and “acanthus” Roman design. 
leaves, suiting it to use with architecture of the “Corin- The Byzantine architecture is more prominent in its 
thian” style. structural rather than in its decorative features, the 
Fig. 193 is a design well adapted for use on buildings Roman ornamentation was largely employed. Since- 
of the Roman period. The border of buds and beads this period of architecture is not much used in our: 
and the lattice work at the ends are frequently em- time, there are few examples of hardware designed: 
ployed. especially for it. Often the Greek and Roman designs. 
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Fig. 199—Two Flemish Fig. 200—Divisions A, B, C, D, left to right—Louis XIV Fig. 201—Louis XV hardware 
designs hardware 
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Fig. 202—Divisions A, B, C, D, 

E and F, left to tright—Some 

excellent examples of hardware 

suitable for \ use in gonnection 

with architecture of ‘the Louis 
XVI period 











are quite well adapted to the ornamentation used. 

In Fig. 194 is shown a piece of hardware with the 
leaf decorations so frequently worked into styles of the 
Romanesque period. As there are comparatively few 
buildings designed today in this period of architecture 
there is naturally not a very large assortment of hard- 
ware designs in this school, but this one will serve to 
show the general character. 

The variety of Gothic designs is quite large because 
this period of architecture is employed at times ‘in the 
whole range of buildings—churches, homes, schools, 
colleges, skyscraping office buildings and almost every 
kind of public buildings. Fig. 195 shows a number of 
representative examples. A, B and C are particularly 
suited for buildings of the English or Tudor type. A 
and B use the low arch while B also has the cap. All 
three are rather plain and without the leaf decora- 
tions used so much in éther styles of Gothic. 

The double curve of the arch shown in D and E was 
used in the Gothic of the Fifteenth Century. These 
are quite “churchy,” and by some are referred to as 
“Ecclesiastical Gothic,” meaning that they are par- 
ticularly suited for churches. F is a design showing 
the delicate French treatment with the perforated 
tracery in the corners. 


Renaissance Hardware 


During the Italian Renaissance there was a great 
deal of ornamentation associated with the classic 
borders, as is seen in the examples shown in Fig. 196. 
In A and C the orderly panels of the Greek and Roman 
period form the foundations to receive the more elab- 
orate ornamentation of the Italian temperament. 

The French Renaissance is usually more reserved 
than the Italian, as will be noted in the pieces shown 
in Fig. 197, and the ornamentation shows the leaf and 
floral carvings of the Gothic period, which preceded it. 
The orderly arrangement shows the trend toward the 
well-balanced decorations of the Louis XIV period. 

Elizabethan hardware is particularly designed for 
homes rather than for public buildings, as that is 
where this period of architecture is most employed. 
In Fig. 198 are shown several examples by different 
makers. The curling edges to the scrolls is a character- 
istic feature, with protruding facets, like nail heads, 
showing in the fretwork of the designs at C and D. 
The ends of the panel of A resembles the curved, 
broken gables of the houses of this period. 

Fig. 199 shows two Flemish designs. The similarity 
of these to the Elizabethan will at once be observed; 
in fact, they may be interchanged without committing 
avery grave error. Note that the lion is prominent in 


both these designs. On the knob of A the “rampant 
lion” is used as it was on the coat of arms of the Duke 
of Flanders. 

Several Louis XIV designs are shown in Fig. 200. 
The panels with molded edges, and the leaf and scroll 
decorations are characteristic—B and C show the 
classic borders. The frequently used wreath is em- 
ployed in C, while the balance and symmetry so promi- 


‘nent in the Louis XIV ornamentation treatment will 


be noted. in_all four. 

Hardware of the Louis XV period is not frequently 
required, as this style of decoration is not much used 
—a room or two in an elaborate dwelling or hotel, but 
seldom more. The lavish ornamentation of this time 


does not work out particularly well in hardware. In 
(Continued on page 102) 
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Left — Fig. 203 — 
Two Moorish de- 
signs 
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Right — Fig. 204— 
Hardware of the 
Empire period 
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A small section of the toy department of the Gross Hardware & Supoly Co., Milwaukee, Wis. 


A Twelve Month Toy Department 
That Averages $10,000 a Year 


HE Gross Hardware & Supply 

Co., Milwaukee, Wis., carries 

a stock of toys the year’’round. 
Even in the months when toy sales 
are not supposed to be exceptionally 
heavy, one of the wall cases near 
the front door is always kept full 
of them. A. G. Heinmiller, retail 
manager of the store, states that 
there are certain toys which sell 
better in the summer time than they 
do at Christmas. This applies par- 
ticularly to the out-of-door toys for 
the youngsters. 

Many retailers and manufacturers 
have been featuring “back yard” 
toys. For instance, a youngster can 
do wonders with a little plot of 
ground or a sand pile and some 
pieces of track. There are bridges, 
tunnels, roadways, stations, water 
tanks and countless other things to 
be made. On such a plot of ground 
Young America lays out his railroad 
system, builds houses and barns, 
puts toy automobiles and trucks on 
the roadway, equips the various 
buildings with electric lights and 
runs electric trains on schedule. 


Sand Toys for Summer 


Mr. Heinmiller says that sand toys 
are particularly adaptable to sum- 
mer sale, especially the larger toys 
which the youngsters can actually 


use. In this connection he called 
attention to the steam shovels and 
the auto trucks which were sturdy 
toys preferred by sturdy boys. The 
amount of these items being sold not 
only through the Gross store but by 
other hardware stores is amazing. 
These toys sell for a good figure and 
they carry good profits. This is the 
kind of merchandise that a _ hard- 
ware man likes to keep, because it 
is well built and gives real service. 
The fact that hardware stores have 
been very successful with wheel 





\ The Gross Hardware & 
Supply Co. 
of Milwaukee, Wis. 


Advertises toys twelve months 
in the year. 

Ties up toy advertising with 
other lines. 

| Displays toys near the front 
i door. | 


) Features toys according to sea- 
son— 

And sells toys to the extent of 
§ $10,000 a year, exclusive of | 
roller skates, wheel goods and 


bicycles. 





— - - 
Pe 








goods, bicycles and other items of 
this nature shows they prefer to sell 
only quality goods. 

The hardware dealer is disproving 
the theory that toys are flimsy in 
the minds of the purchasing public 
because the youngster of today is 
not satisfied with the class of play- 
thing in vogue one or two decades 
ago. Even the doll makers have 
catered to the desire of the “young 
ladies” 4nd made their products with 
unbreakable heads and _ washable 
faces, to say nothing of making them 
talk and walk. 

The toy business is now approach- 
ing the standards set up by hard- 
ware dealers for quality merchan- 
dise and consequently the hardware 
stores are buying toys in increasin” 
quantities. 


A Year-Round Demand 


When one stops to consider that 
some practical toy is available the 
vear ’round, that some child has a 
birthday every day and that there 
are always sick children, it can be 
seen that there can be a constant 
demand for toys. Parents are glad 
of the hardware dealer’s interest. 
When the “back yard” plan was 
worked out, they welcomed it with 
open arms because it was a means 
of keeping the youngsters interested 
and at home. Furthermore, _ it 
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brought out their latent ability and 
helped to educate them to create 
things. 

Hardware dealers who are featur- 
ing summer toys for the back yard 
and the sand pile are not only doing 
the youngsters a lot of good in keep- 
ing them out of doors, but they are 
winning the eternal thanks of par- 
ents for supplying the means of 
keeping the children interestingly 
occupied. 


Consistent Toy Advertising 


The Gross Hardware & Supply Co. 
advertises toys all twelve months of 
the year. There is always some at- 
tractive item run in connection with 
other departments. This makes a 
double appeal to the customer and 
furnishes a double reason why they 
should go to Gross’. The toy sales 
of this store run a little over $10,000 
a year, and this does not include 
sales of roller skates, bicycles or 
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wheel goods. Christmas sales are 
heavy, but there is enough business 
the year ’round to warrant a dis- 
play on the main floor, very near 
to the front door. 

The counter in front of the toy 
case is filled with attractive summer 
or seasonal items and these appeal 
to the older people. Consequently, 
many companion sales are made. The 
toy case is illuminated with electric 
lights, and the counter permits the 
youngsters to examine each item to 
their entire satisfaction. 

The items in the illustration are 
what we know as toys, in the strict 
sense of the word. They represent, 
however, only a portion of the stock 
that the hardware store carries 
which is sold for practically the same 
purpose, when one considers roller 


skates, wheel goods, bicycles and 
velocipedes. 
Hardware stores have always 
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prided themselves upon their com- 
plete stocks, and in fact many of 
them have used a slogan for years 
indicating that if it is hardware 
they have it or will get it. Toys be- 
long with these other lines and if 
they are not in stock the merchant 
is passing up sales every day which 
are not being made at all or else 
are going to some other store or to 
a catalog house. 

The investment needed to carry a 
line of toys is small and the line 
itself needs little pushing. Children 
are the greatest advertisers in the 
world. When they insist on going 
for their merchandise, the parents 
usually find it convenient to go along 
and they usually find other merchan- 
dise which they need. Toys are a 
good bet for hardware stores that 
want to increase the number of their 
customers and their sales and build 
for the future. 


Featuring Local Events in the Window 
a Profit-Maker for This Store 


HE Dopp hardware store at 

Galesburg, Ill., lets no grass 

grow when it comes to cashing 
in on the things that are before 
the public. This fact was recently 
emphasized when the city made a 
large artificial lake very close to 
the town. The Dopp Hardware Co. 
obtained a model of the club house 
to be built near this lake and used 
it as the basis of a display. A plan 
of the new club was used as a back- 
ground for the setting. In front 
of this was placed the miniature 
club house. Mirrors were used to 
represent water and the entire scene 
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was completed with artificial grass 
and trees. 

The new lake meant an additional 
demand for fishing tackle, bathing 
suits, motor boat supplies, etc. In 
this case there was also a golf course, 
which opened up an _ additional 
avenue of sales in golf goods. 

The illustration shows how clever- 
ly the Dopp Hardware Co. played up 
the fishing tackle and row boat mo- 
tors by the use of this setting. This 
store acted as agents for the new 
club in taking memberships and re- 
ceiving dues. It also posted daily 
bulletins in the window showing how 
the water was rising in the new 
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lake. This caused considerable in- 
terest as people were speculating as 
to the rapidity with which the lake 
would fill. 

There is one thing certain, and 
that is that people who are. in- 
terested in fishing, swimming or 
boating in Galesburg, IIl., will have 
a very good idea where they can 
obtain the supplies they need. 

While it is not possible for every 
hardware dealer to have the oppor- 
tunity of advertising these lines in 
this fashion, there are modifications 
which could be worked out with con- 
siderable profit to any wide awake 
hardware dealer. 











June 12, 1924 


HARDWARE AGE 


53 


“Karly Bird” Methods Sell $5,000 a Year 
in Sporting Goods for C. S. Carr 


| ~ P-to-the-min- 
J ute alertness 

adds about 
$5,000 per year to 
the sales volume of 
C. 8S. Carr’s retail 
hardware store in 
Salem, Ohio, and 
this $5,000 is for 
sporting goods sold. 
This includes golf, 
tennis, baseball 
and some football goods. Golf and 
baseball equipment, however, seem 
to be his most active lines. 


Equipping a Golf Club 


When the sportsmen of Salem 
organized a golf club they went at 
it in a big way. High-priced ex- 
perts from Cleveland laid out the 
course and recommended the grounds 
equipment, but C. S. Carr sold it. 
This consisted of pipe, hole cuts, hole 
pins and flags, markers and garden 
hose in 1000-ft. lengths. As it was 
a new club, in fact a new sporting 
venture for Salem, Mr. Carr knew 
there would be an unusual first year 
demand for golf equipment. The 
first year he sold fifty sets ranging 
in price from $30 to $60 per outfit. 
In order to make these sales he se- 
cured a membership list and phoned, 
wrote or called on every member. 
The club had about sixty-five mem- 
. bers at that time, which makes 
Carr’s sales average very high. The 
second year he did business on a 
more moderate basis, buying clubs 
in two dozen lots. He buys balls in 
lots of five dozen every other week 
and sells about 160 dozen a season. 
His iron clubs are priced from $3 to 
$6, his wood clubs from $5 to $10. 
He finds about 75 per cent of his 
trade demanding the 75-cent ball. 


' 
os. 





One of the baseball displays that helped swell sporting goods sales for C. 8S. Carr, 


Salem, Ohio 


He sells a few 50-cent balls and an 
equal number of the $1 balls. 

This store now faces its third 
year with golf equipment and ex- 
pects to have a volume of sales bet- 
ter than the second year and closely 
approaching its phenomenal first 
year golf business. If your town 
has just taken up golf you will find a 
similar experience—mushroom sales 
volume the first year, moderate trade 
the second, and during the third 
year you will find your sales reach- 
ing a normal basis which will re- 
spond to whatever effort you give it. 


Make the “Pro” Your Salesman 


Mr. Carr believes that the dealer 
in the town of 12,000 or 15,000 can 
make an equitable and profitable 
deal with the club professional. He 
is in touch with all players, his con- 
tact with them is continuous, and 
his advice on equipment is usually 
accepted. He is not a business man, 
however, nor has he any credit 
standing with factories or distrib- 
utors. If you made him a percent- 
age salesman, carried the accounts 
on your books, collected the money 
yourself, and paid him commissions 
on paid business every first of the 
month, Mr. Carr believes that you 
would increase sales and acquaint 
many more people with your golf 


equipment. But in- 
sist, he says, that 
the “pro” takes no 
stock without defi- 
nite record of 
quantity, item and 
the prospect for 
which it is in- 
tended. Ten per 
cent is a fair com- 
mission to offer in 
such a proposition, 
according to the view of several 
dealers who have tried this plan 
successfully. 


Golf Department Near the Door 


Mr. Carr maintains a golf display 
department in the front of his store. 
A rattan mat, or dummy driving 
board, is kept handy for the man 
who wants to swing a club before 
buying. , This is frequently a neces- 
sity, as golfers like to know the 
“feel” or weight of a club. This 
Salem merchant plays the game him- 
self and is an active member of the 
club. He believes, it necessary to 
play the game if you intend to make 
any money selling the equipment. 

This store’s experience with base- 
ball goods has been very interesting 
and profitable. Mr. Carr _ solicits 
personally every industrial team cap- 
tain, school coaches, local indepen- 
dent clubs, church clubs and even the 
back lot teams for uniforms, bats, 
balls, gloves, masks and other inci- 
dentals. One year he sold complete 
outfits to eight teams. That was his 
banner year on baseball goods. 

In soliciting baseball business he 
outlines the suggested equipment, 
quotes a price delivered and presents 
his proposition to the man in charge 
of buying for the team. After 
equipping a team, however, his in- 











04 


terest does not lag. He posts him- 
self on the team’s line-up, its prog- 
ress and schedule, and is at all times 
conversant with the individual rat- 
ing of the players and team activi- 
ties in local sporting events. The 
interest he displays in the success 
of local teams has helped sell many 
fill-in orders after the season has 
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It must also help him in 
selling subsequent orders of balls, 
which are good replacement items, 


started. 


during the baseball season. Every 
year during National Baseball Week 
Mr. Carr has featured an appropri- 


ate baseball goods display that 
helped increase sales of baseball 
equipment. 
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S. Carvr’s 
depart- 
Golf clubs are left 
out where prospective cus- 
fomers may handle them 
—and swing them 


A section of C. 
sporting goods 
ment, 


His tennis goods sold every year 
invoice at about $400. He sells not 
only racquets and balls, but sells the 
tennis clubs, nets, markers, wire for 
backstops, rollers, garden hose, rakes 
and other related equipment for the 
preparation and maintenance of the 
courts and follows up for replace- 
ment sales during the season. 





shoes were polished. 


and famous. 


are selling out. 


What is the lesson? 





The shoe polish Sam Weller used was Day & Martin’s. 
famous polish are to be found throughout Dickens’ works, and also in the works 
of Carlyle, Bret Harte, George Eliot and Thoma 
of other authors of that and later periods. 

The company that made it was known throughout the world—it was rich 


One of the dispatches said: 


“WE DIDN'T KEEP UP 


OUR ADVERTISING” 


HIS is Mr. Pickwick. This famous Dickens character was always very 
careful about his personal appearance—his hair was always neatly brushed, 
his stock carefully arranged, and Mr. Sam Weller always saw to it that his 


A short while ago, cable dispatches from London announced that the com- 
pany manufacturing this famous brand of shoe polish had failed. 
“Day & Martin, the famous shoe polish firm, 
In explanation of this move, the director of the company says, 
‘We are compelled to take this step—WE DIDN’T KEEP UP OUR ADVERTISING.’ ” 
Here was a company famous for the quality of its product—it thought its 
reputation so firmly established that it didn’t need to advertise. 


References to this 


s Hood, and in the writings 
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WAN TED !—Haberdashery Salesmen 





. 
— 





ILL BUMP, proprietor and 
B founder of Bump’s Hardware 

Co., one of Plainview’s flour- 
ishing retail establishments, needed 
a fresh collar and, in accordance with 
the usual and time honored custom 
in such cases, he stepped into a 
haberdashery store to get one. When 
he came out he had the collar and 
eleven others besides. In addition, 
he was the proud possessor of three 
shirts, two ties and several suits of 
light weight underwear. 

Now, although Bill did not know 
it at the time, his extensive purchas- 
ing on this particular morning was 
the result of a guiding precept at 
Bond’s Gents’ Furnishings Empo- 
rium, under which excellent and 
euphonious title that progressive 
company had long done business, to 
the effect that a clerk who was con- 
tent to merely hand over the article 
called for and let it go at that might 
have an excellent future as a sales- 
man—but not with Bond’s Gents’ 
Furnishings Emporium. When Mr. 
Bump had entered, a young gentle- 
man, who radiated cheerfulness from 
every pore, had greeted him with a 
cheerful good morning, and what 
transpired was somewhat as follows: 


Salesmanship Plus 


Mr. Bump: “I want a Strangler 
collar—size 1634.” 

Salesman: “Certainly, sir!” (After 
searching among the numerous 
‘boxes on the shelves behind him, he 
places a full box on the counter be- 
fore Mr. Bump). “Here we are, 
sir. Hum—this is the last dozen of 
this particular style and size we have 
in stock—I’ll hafta order some more 
this morning. We've quite a de- 
mand for this number and it’s hard 
to keep stocked up, especially as de- 
liveries are rather slow.” 

Now when the salesman said this 


{- 
{ need apply. 


1122 Main Street. 
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of domestic trouble. 


: Help Wanted—Male. 


BARBERS—Wanted Evenings, Saturdays | 
and Sundays. 
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HABERDASHERY SALESMEN 
for progressive hardware store. 
in person. 


Daily Bugle. 





wanted 
Siv Apply 
William Bump’s Hardware Co., 





desire to dispose of rabbit farm—Won- 
derful opportunity. Leopold, Box 24. 


“FORD AUTOMOBILE for sale. Owner 
willing to sell at great sacrifice because 
Pee eens offer 








Bugle. 


Mr. Bump, with the penetrating 
acumen characteristic of him, imme- 
ditely foresaw the possibility of dif- 
ficulty in fulfilling his future re- 
quirements and decided to guard 
against this contingency. 

Mr. Bump: “That so—er—guess 
I better take a full dozen.” 

Salesman (going through all the 
motions of a man about to wrap up 
a package): “Yes, sir, it pays to be 
prepared.” (Appeared to have a 
sudden inspiration.) “By the way, 
we made a particularly fortunate 
purchase of ties this week. We in 
the store here think they’re among 
the best purchases we’ve made in a 
long while—I’d like to have your 
opinion.” (Motioned with his hand 
toward a rack of ties and forthwith 
launched into so enthusiastic a de- 
scription of their appearance, dura- 
bility and the material of which they 
were made as to cause Mr. Bump to 
think here was a rare bargain that 
he couldn’t afford to pass up. He 
selected one, and then another.) 


Putting Over the Second Sale 


Having purchased a dozen collars 
at one time, which, it should be 
pointed out, was a more or less un- 
usual thing for Mr. Bump to do, and 
several new ties, Mr. Bump began to 
experience the symptoms of a man 
about to step out in the world, in 
consequence of which it was com- 
paratively easy for the enterprising 
haberdashery salesman to sell some 
shirts. When the shirts had been 
selected, the salesman, who was 
holding forth on the relative merits 
of certain materials, had occasion to 
demonstrate his point by reference 
to an actual article and lifted down a 
box from one of the shelves behind 
him. When he opened the box he 
was surprised to find that it con- 
tained, not a shirt, as he had sup- 


No Bush League Artists r 





posed, but underwear—a mistake 
which naturally enough changed the 
conversation to underwear precisely 
at the moment when he wanted it 
changed. This was a rather for- 
tunate incident, inasmuch as it led 
Mr. Bump to augment his wardrobe 
to the extent of two new suits. 


He Had the Right System 


Inasmuch as Mr. Bump was a suc- 
cessful merchant, he was necessarily 
a salesman as well, and he had 
scarcely left Bond’s Gents’ Furnish- 
ings Emporium when it occurred to 
him that he hadn’t realized he had 
needed new wearing apparel as much 
as the salesman had. He knew a 
salesman when he saw one and be- 
gan to speculate on what this par- 
ticular salesman could do to his sales 
record in a year. Gosh! a fellow like 
that, even if he did have a lot to 
learn about the hardware business, 
ought to be a bear at jazzing the 
other fellows up—he’d soon get ’em 
out of the habit of saying ‘“That’s 
all today ?” and “I’m sorry, but we’re 
all out of that,” etc. As Mr. Bump 
turned the matter oyer in his mind 
he realized that Bond’s Gents’ Fur- 
nishings Emporium wasn’t the only 
haberdashery store that used real 
salesmanship—he had bought just 
as easily at other haberdashery 
stores. What the hardware business 
needed was more haberdashery sales- 
men—not to sell haberdashery, but 
hardware. 

So on his way to his store Mr. 
Bump dropped into the Bugle office, 
in consequence of which visit the 
next day’s paper carried the follow- 
ing curiously worded ad: 

“WANTED — Haberdashery _ sales- 
man for progressive hardware store. 
Apply in person. William Bump’s 
Hardware Co., 122 Main St.” 
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“We had to ship and receive through the same doorway” 


Hardware Co. on July 1, 1901. That was the 
hottest, driest summer on record. All over 
that part of the West it stopped raining in June and 
we had no more rain that summer. There was a fair 
wheat crop but the corn crop withered on the stalk. 
The Shapleigh Hardware Co. was installed in the 
Boatman’s Bank Building on the corner of Fourth 
and Washington Avenues. This bank occupied two 
floors in the corner. The entrance to the Shapleigh 
business was next door to the bank on the left while 
the shipping room was at the rear of the bank on 
the right. We had all the upper floors but as a mat- 
ter of record, the neck to the bottle of our shipping 
room was just 22 ft. wide. When I first looked at 
that shipping arrangement I knew it meant trouble, 
and as the month passed that shipping room became 
a nightmare. Not only did we have to ship through 
this 22 ft. alleyway but we had to receive in the same 
doorway. Our shipping and receiving facilities 
often reminded me of the story Abraham Lincoln told 
about the steamboat on the Sangamon River. He 
said it had a 10 ft. whistle and a 6 ft. piston rod. 
When the boat ran it couldn’t whistle, and when it 
whistled it couldn’t run. When we received goods 
we couldn’t ship, and when we shipped we couldn’t 
receive. 


\ \ 7E took our desks in the Norvell-Shapleigh 


A New Building Needed 


Let me run ahead of my story here to say that 
when we got our selling under way, it was soon ap- 
parent that it was absolutely necessary for us to 
have a new building. We made an arrangement with 
the owners of the property, the Stifel estate, to erect 
an eight-story concrete fireproof building for us just 
across the street. We had a number of meetings to 
discuss and decide upon the plans and terms for this 
building. A. L. Shapleigh, the treasurer of our com- 
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By Saunders Norvell 


Chapter X VII 


Our New Building 


pany, handled this matter and he made a very ad- 
vantageous arrangement for us on the basis of a 
lease for twenty-five years. We paid all taxes and 
repairs; the estate charged us a certain fixed rate 
for the value of the property and another, and slight- 
ly higher, rate for the cost of the new building. 

I well remember in discussing the plans with Mr. 
Stifel that he stated he had no objections to how we 
put up the building, just as long as it was built so it 
could be used for an hotel in case we gave it up. 
This building, a very handsome one, now stands just 
at the entrance to the Eads bridge at Fourth and 
Washington Avenues. In case it should not be used 
as a hardware house it is in a splendid location for 


a hotel. 
The New Building 


Next door to us on the north was the Moffitt-West 
Drug Co. Our business grew so rapidly that it was 
not long before we made arrangements to take over 
this building. It was our idea when plans were fin- 
ished for our new building that we would have some 
difficulty in doing enough business to occupy all of this 
very large building, but it developed before many years 
that we not only had to take the drug house next 
door but we also had to make arrangements to have 
built for us on the railroad tracks a large warehouse 
in which we could store bulky goods such as refriger- 
ators, screen doors, shovels, steel goods and other 
items that could be shipped without any packing. In 
this new building we had a receiving entrance on one 
street while on the other street we had a number of 
doors opening from the shipping room on a long ship- 
ping platform. The floor of the shipping room and 
the floor of this platform were on a level with the 
bottoms of our wagons, so in loading it was not nec- 
essary to lift any of the goods. As our new building 
opened on a square on the shipping side where there 
was very little or no traffic, we had all of this shipping 
space to ourselves, and from the time we moved into 
our new building all of our shipping troubles dis- 
appeared. I speak of this because in organizing a 
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business, such things as having the right facilities 
for receiving and shipping should be given first con- 
sideration. 

The first floor of our building had a ceiling space 
of 14 ft. The next floor was 12 ft. and dll the other 
floors were 10 ft. until we reached the top floor. This 
again was 12 ft. Our object in having the high ceil- 
ing on the top floor was because here we introduced 
an innovation in the hardware trade. We had sky- 
lights placed in the roof, and as we had windows on 
three sides of this room it was splendidly lighted. I 
am quite sure we were the first house in any line of 
business in the country to place its sample room on 
the top floor. I had made the suggestion to the Sim- 
mons Hardware Co. many years before, when they 
moved into their new buildings, that the sample room 
be placed on the top floor, but I was turned down. 
No one had ever done such a thing before. In the 
old days when there were no elevators or when ele- 
vators were very crude affairs, sample rooms as a 
matter of course had to be on the first or second floor 
simply because customers could not be taken any 
higher, but in these days when there are rapid ele- 
vators there is no reason why a sample room should 
not be at the top of the building and, on the other 
hand, there are many good reasons why it should be 
there. 

The Sample Room 


In the first place, there is plenty of natural light. 
Then there is quiet. There is no dust and when a 
customer is taken up to a sample room on the top 
floor he is not interrupted by the noise and excite- 
ment of a sample room on the first or second floor. 
We arranged a very complete line of samples on this 
floor. We not only did this but with a Warren hard- 
ware shelving we arranged a complete, up-to-date 
hardware store with showcases, counters, shelving, 
scales, show windows and everything to show a pros- 
pective new stock customer just how his new stock 
should be arranged and how it would look. 

We were very strict in our rules against not per- 
mitting smoking in any part of the building except 
the sample room. The sample room, however, be- 
longed to our salesmen and our customers. It was 
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“Our sample room was Liberty Hall” 


necessary, in order to make them happy, to have 
cigars, cigarettes, pipes and cuspidors. No matter 
how strict we were in other departments, our sample 
room was Liberty Hall, Our salesmen liked it, our 
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customers liked it and we were glad to have them 
happy while the orders were being bought and sold. 

Our cutlery department was also on this floor. One 
reason for this was to make it readily accessible to 








“One of our young attractive stenographers stepped out” 


visiting customers but another, and very important, 
reason was to have our cutlery stock just as far 
from the front and back doors as possible. The 
reason is obvious. Cutlery is a stock, because of 
small packages and high values, that must be very 
carefully protected. It was more difficult to pilfer 
cutlery out of the eighth floor of a building than 
when it is on the first floor. For the same reason, 
our sporting goods department in this new building 
was placed on one of the floors at the top of the 
building. The object was to protect this valuable 
stock of revolvers, fine fishing tackle and other ex- 
pensive sporting goods from theft. 

When we were ready to move from the old building 
to the new, it was only necessary to transport our 
goods across the street. We decided to stretch a 
cable from one building to the other and have steel 
cars made in which to carry the goods over from one 
building into the other. These cars were made large 
enough to take a truck full of goods. The truck was 
simply run into the stee! car, the door was closed and 
the car was pulled by ropes over the busy street into 
the new building. . 


The Cause of the Trouble 


I remember one day during the lunch hour I _— 
in the new building watching these steel cars at work. 
As I stood there a car was stopped, suspended over 
the middle of the street. There seemed to be some 
hitch in the proceedings. I wondered what the trouble 
was. Some of the men attempted to pull the car back 
upgrade into the old building. I could not see the point, 
so I gave instructions to others on our side to pull 
the car down into our building. This resulted in a 
sort of tug-of-war. Our side, however, won and the 
car was pulled over into the new building. When 
the steel cage was opened one of our very young, at- 
tractive stenographers stepped out. It seems she had 
decided to take a ride, but when the people on the 
other side saw the Old Man unconsciously awaiting 
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—The Land of Little Laughter 


By “The Sales Manager” 


was a de luxe train from Paris to Berlin. You 
could go through without change. Now it is 
impossible to buy a ticket, either a railroad ticket or a 
sleeper, or to make reservations from Paris to Berlin. 
There is talk about putting on the old through train, 
but nothing is done. This makes it very inconvenient 


for travelers. 


| VISITED Germany twice. Before the war there 


A Disorganized Railway System © 


The best way to enter Germany is either to land at 
Hamburg or, if you land in England, to take the ex- 
press train to Berlin via Flushing. I was advised by 
all means to avoid going to Germany by way of 
Cologne, so I took a slow day train from Belgium to 
Roosendaal, Holland. At Roosendaal in the afternoon 
I caught the Flushing Express to Berlin. This French 
train is a terror. It stops everywhere, and when it 
stops it waits. It is packed with passengers to suffo- 
cation. The railroad service in France seems to be 
entirely disorganized. They have not enough trains 
to take care of the traffic. People fight for seats. If 
you cannot get on a train one day, the French idea 
is that you can leave the next day or some future day. 
France must be losing a great income just because her 
railroads are so inefficiently handled. The roadbed 
is also in very bad condition. Just as soon as you run 
out of -France into Belgium, Holland and Germany, 
you can feel the difference in the smoothness of the 
tracks. The Belgian trains are not much better than 
the French, but in Holland and Germany the railroad 
service is very much better handled, and all the rolling 
stock and tracks seem to be in a better condition. 


The Right System to Use 


Not being able even to make a reservation of a 
sleeper in Paris, at Roosendaal I had to take a chance, 
but the system is perfectly simple. I saw the station 
agent in Roosendaal, told him that I had no reservation 
and that I wished a compartment all to myself. ‘I 
passed him 5 gulden ($2) and he told me he would 
introduce me to the conductor of the wagon lit (sleep- 
ing car). When the train pulled in I was formally 
introduced to the conductor. I gave him 10 marks 
and had a compartment to myself on a very nice, clean 
sleeping car. There were others who could not get 
any sleeping accommodations. I heard the conductor 
explaining to them that I had my room engaged long 
in advance. This petty graft is going on all over 
Europe. 

Returning from Algiers, we landed in Marseilles 
about 5 o’clock. There was a train that night for 
Paris. By taking the night train, a day could be saved. 
I went to Cook’s ticket office and asked if they could 
get me a sleeper. They informed me that the Riviera 
crowd were all returning north, and every berth was 
taken for two weeks ahead. As I walked out of Cook’s, 


one of their own men in uniform touched me on the 
arm, led me out on the street and said that he thought 
he could get me a “couchette” for Paris. I did not 
know what a “couchette” was, but I supposed it was 
something that vou could sleep on, so I got into a 
taxicab with him and we went down to the station. 
The young lady who sold the tickets informed my 
guide she had two “‘couchettes” left for him, so I gave 
her a tip of 10 francs, gave my guide 10 francs and 
she sold me the “‘couchette” for 180 francs, or $9, for 
the night. A “couchette” is a wonderful contrivance. 
It folds up like a jack knife. There is a pillow inside 
but no sheets. When it is down it looks like a coffin. 
Three of us were lined up side by side. We just took 
off our coats and collars and shoes and the long night 
started. I saved a day, but I consider that paying 
180 francs and two tips of 10 francs each was about 
the highest-priced sleeping I have ever done. I tell 
these stories to indicate what one is up against travel- 
ing in Europe under present conditions. 


The Trip from Cologne 


Returning from Berlin, the portier in the hotel got 
my sleeper by way of Cologne, notwithstanding the 
fact that I instructed him I wished to return via 
Holland. The Cologne route must have paid him a 
better commission. He assured me I would have no 
difficulty whatever in Cologne. The story of what 
happened is interesting. I had a nice compartment 
all to myself (usual tip), from Berlin. I arrived in 
Cologne Sunday morning. After breakfast at the 
Crown Prince Hotel I walked out to view the Cologne 
Cathedral. As I stood in the square opposite the 
cathedral admiring the architecture, it was interesting 
to see companies of English soldiers marching by. 
The English army headquarters faces the cathedral. 
Several “Tommies” informed me they liked Cologne 
—in fact, they preferred being in Cologne to London. 


Little Poverty But Little Laughter 


The German people were quietly and comfortably 
dressed. There were no signs of poverty, but in all 
Germany one very seldom hears much laughter. 

Returning to the hotel, I was told that the train for 
Paris came in at noon. They recommended, as there 
was always a great crowd seeking seats on this train, 
that I take a taxicab, cross over the bridge and get on 
the train before it came into the station. I remem- 
bered the warnings I had received about Cologne. I 
said to myself: “Here is where trouble is going to 
start.” I adopted the suggestion, and a portier went 
over in a taxi with me. When we arrived on the other 
side of the bridge we found about a hundred people 
waiting with stacks of baggage. I told my portier to 
leave my baggage to me—to hop on the train as soon 


at Feeetorertine 





(Continued on page 96) 
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A Stock Record 
That Changes 


Guesswork 
into 


Accuracy 


kept and simple to understand, 
are desired by every hardware 
merchant. Adaptability to small and 
large stores is a prime essential in 
-any store system. James & Hawkins, j0n Yoon a> 
Inc., Jamaica, N. Y., has a simple yet showing how 
efficient manner of keeping adequate current entries 
stock data on all items carried. This are kept 
firm operates eight branch stores 
very successfully and has found its 
stock record satisfactory in all 
branches. 
This system requires two books. 
One is for current entries and is 
called the working book. It is indi- 
cated as specimen “A” in the illus- 
tration. Sheet “B” represents a 
sample from the second book, which 


\ CCURATE stocks. records, easily 
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contains annual records on inventory, 

purchases and sales. All products 

are alphabetically arranged. We have 

taken an “A” page, for example. 

“Chisels” is the item, the brand and 

style is noted as Stanley No. 40, in 

which three sizes are carried, viz.: 

32, 14 and % in. Should there be a 

Stanley No. 50 with three or four 

Sheet from book Sizes in stock, these would be listed 
“B” containing in a separate section of three or four 
the annual rec- columns. One column between each 
ne on ‘mven- group makes the sheet easier to read. 
ory, purchases . ; 
and sales Throughout this explanation we 
will consider Stanley No. 40 chisels, 

in %4, % and 4 in. sizes. At the close 

of 1922, inventory disclosed the fact 

that the hold-over was 12 in each 

size. This number is listed in both 

books. (Note A and B.) On the 

working sheet the next item is 

monthly purchases. We learn that 12 

in each size were bought in January, 

1922. In February 18 were bought 
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in each size. For the remainder of 
the year buying was limited to 6 a 
month in each size. 

Adding the 12 monthly purchases, 
we find that 90 chisels were bought 





CHISELS, = Stanley #40 


SIZE- 1/4 ingeh. 


MIN IMUM- 4 


A VERAGE-~ 
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WANT BOOK SLIP, 











Stock slip such as is used in connec- 
tion with this system 


in all three sizes. This total is en- 
tered permanently in the annual 
record book, as per illustration B. 
Purchases for 1923, plus 1922 inven- 
tory records, brings the figure to 102 
in the three sizes. 


HARDWARE AGE 


The 1923 inventory finds 8 chisels 
14-in. size, 6 chisels 3g-in. size and 4 
chisels 4-in. size in stock. There- 
fore, annual sales are determined as 
94, 96 and 98 respectively. 

The inventory figures are entered 
on sheet A, to be followed by 1924 
monthly purchases. Monthly pur- 
chases are entered in pencil to per- 
mit corrections, should any size be 
bought more than once in any given 
month. 

We will assume that the buyer be- 
lieves that his average stock should 
be about 24. He finds his inventory 
gives him 8, 6 and 4, so he orders 12, 
18 and 18 in January. 

This system with a want book 
should solve your problems on annual 
sales and stock records. The firm of 
James & Hawkins has one man who 
checks stock perpetually in order to 
prevent shortages. Such a specialist, 
although essential in a large organ- 
ization, would be impractical in the 
average store. 

A careful plan on the use of a want 
book must be worked out. Each shelf 
box and stock drawer could be fur- 
nished with a card or slip bearing 
the name, size and brand of the 
product and the minimum stock de- 
sired. When the salesman finds that 
he has reached the minimum, the slip 
should be removed. It would hardly 
be advisable to make the customer 
wait, so a basket or box should be 
provided for these cards. A salesman 
could collect the stock slips at inter- 
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vals and enter each need in the want 
book. If the salesforce is too busy 
during store hours, the entire job 
could be handled in a few moments 
after closing time. The bookkeeper 
could be instructed to collect these 
slips at stated intervals, list the items 
and replace the slips to their boxes. 
Date of want book entry and initials 
of individual should be marked in 
pencil on the slip before it is replaced 
in the stock box. When new stock is 
received and placed in boxes the pen- 
cil notes could be erased. 

A suggested slip is shown, cover- 
ing Stanley No. 40 chisels, 4-in. size. 
Minimum is given as 4. The sales- 
man finds-five chisels in the drawer, 
sells one and removes the card, put- 
ting it in the nearest basket or box 
provided for that purpose. It is 
then collected, the item listed in the 
want book and the checker’s initials 
and the date penciled on the slip. 

In your case the suggested stock 
slip may need revising, but this ex- 
planation and the three illustrations 
give you a reliable guide, from which 
you can create a plan which fits your 
individual requirements. 

Figures shown in this article 
are dummies and are given as a 
guide, which may be easily followed. 
Any inquiry regarding this system 
will be welcome. Should you find a 
revise or adjusted form of this plan 
equally efficient and simple, HARD- 
WARE AGE would be glad to hear from 
you. 


Built-in Chain Rack Helps Sales 


Ideas such as this make selling 
easier and help swell the total of 
your profits. 


HE Frank Geele Hardware Co., 

Sheboygan, Wis., owns and op- 
erates a large hardware _ store 
but every inch of space is utilized 
for profit making. As an example, 
note the specially built-in chain rack 
shown in the accompanying illustra- 


tion. This was built into a small 
space that would ordinarily be 
wasted. It carries just an even 


dozen reels and takes care of the de- 
mand for all kinds of chain. The 
price of each kind appears in large 
figures on labels on each com- 
partment and certainly offers the 
customer an attractive array from 
which to make a selection. 

The rack accommodates a variety 
of the different kinds of chain, 
among which are sash, welded coil, 
electric coil, patented links, well 
chain, halter chain, etc. 

This type of cabinet has a place 
in every store and may be easily 
made from scrap lumber. The reels 


can be made so they are removable 
by having grooves or slots running 
at an angle from the outside down 
to the bearing shoul- 
der. Or if the axles 
of the reels are sup- 
ported on half circu- 
lar supports, the reel 
could be lifted 
straight up and then 
removed when empty . 
and a new one put in 
or the chain wound 
on the old one. This 
is an item a mer- 
chant can use to ad- 
vantage to increase 
his profits. 

Usually these racks 
fit in best with bins 
for sandpaper or 
small pieces of win- 
dow glass already cut 
to standard sizes and 
ready for sale. 
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Educational Rope Window Increases 
Sales for Vonnegut 


BE ig 
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N experiment just at this time 
will no doubt prove profitable, 
providing you have never in- 

stalled a rope window. at this time 
of the year. Now is the logieal time 
to get after the rope business. Some 
dealers solicited their farmer cus- 
tomers’ requirements in the winter 
and have the rope on hand ready 
for these customers. The larger part 
of the rope sales volume, however, 
does not come, especially in the agri- 
cultural sections, until the merchan- 
dise is actually needed. 

A window—that is an attractive 
window—will always stimulate in- 
terest. Furthermore, it will sell 
quality rope, and the old maxim 
“The early bird catches the worm” 
applies to rope windows just prior 
to the opening of the season. 

People generally do not know a 
great deal about rope. It is a twisted 
mystery to most of them. Not a 
great many of them appreciate the 
difference between manila and sisal 





or the number of strands best fitted 
for their work. 

Consequently, a display such as 
that of the Vonnegut Hardware Co., 
Indianapolis, Ind., is not only of tre- 
mendous educational value but sets 
people to thinking on the subject of 
good rope. The Vonnegut store is 
located in the heart of the busy city 
of Indianapolis, and possibly the 
smallest number of people who saw 
the window were farmers. However, 
rope is used by many people in as 
many different ways. The window 
designer, Orval D. Harrison, carried 
out the idea a little bit further by 
adding sash cord, blocks and tackle 
and twine of all kinds and descrip- 
tion, so that the window appealed to 
many classes of users. 


Concentrate on Quality 


The principal idea to emphasize 
to users of rope is that of quality. 
Several lengths of the different sizes 
could be cut and tied securely at one 


Q 
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end and then unraveled. This will 
show at a glance the consistent 
quality of good rope. Manufacturers 
and jobbers usually have a supply of 
fiber on hand which they will furnish 
to dealers for display purposes. 

In the Vonnegut window each 
kind of rope has been marked plain- 
ly so the public could see at a glance 
the difference between the various 
kinds. The small balls of twine used 
around the home and office were all 
price tagged, and this little idea 
pulled gales right off the sidewalk. 

Mr. Harrison says that a rope 
window always increases sales and 
that by playing up quality through 
displays at stated intervals they were 
able to get the buying public to in- 
sist on the better grades. 

It will soon be time to cut hay, 
and hardware dealers will do well 
to seize the opportunity of placing 
good rope before their farmer cus- 
tomers. Why not feature rope in 
your window? It’s good business. 











used at all seasons of the year, particularly the present season. 
feature a rope display in your store window? And when you do don’t forget to 
stress quality. 





_ is used whenever a building is built; it is used on every ship and boat 
that sails; it is used by every farmer; it is used in every home. And it is 


Why not 
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Fight Catalog Houses With Their 


Own Weapons and Advertise, 
Mfr. Urges Southern Dealers 


Stating that two. great 


catalog | 


houses of this country did an average 


cash business of $1,000,000 a day for 
the first three months of this year, and 
declaring that the catalog house makes 
its greatest attack on non-advertising 
communities, Charles P. Catlin, gen- 





Charles P. Catlin 


eral manager sales promotion, Rem- 
ington Arms Co., Inc., New York City, 
in his address May 27 before the 
Southeastern Retail Hardware and Im- 
plement Associtaion, Atlanta, Ga., 
asked: “What are you doing to get 
your share? 

“You certainly won’t get your share 
by sitting idle,” he declared, “or by 
making demands on the manufacturers 
and jobbers to stop selling the catalog 
houses. Oh, no! It’s past that stage 
now. 

“You have to get into the fight for 
attention, and fight this kind of com- 
petition with its own weapons. 


On Defensive 


“You are on the defense. It is time 
for action. You have to do more than 
open your store in the morning and 
trust to luck that some one will come 
in to buy. You will have to go after 
your potential customers and bring 
them in. 

“To the men who never heard of 
you—you do not exist. I tell you, 
gentlemen, you have to play the sales 
game all the way through. It is not 
what you buy that counts—it is what 
you sell that puts the profit in your 
cash register. Goods are not sold until 
they reach the consumer. 

“You have to advertise. What suc- 
cess would a circus have without ad- 
vertising? Advertising can be done in 
many ways—local newspaper, direct by 
mail (the catalog house system) and 





| tags were their only 


window displays. The two most effec- 
tive are window displays and direct 
by mail. 

“Do you know that the two great 
catalog houses of this country did a 
cash business on an average of $1,000,- 
000 a day for the first three months of 
unis year, and that the catalog house 
makes its greatest attack on non-adver- 
tising communities? 


Plenty of Cash 


“Do you know that the Woolworth 
stores did a cash business of one-half 
a billion dollars during this . same 
period, and window displays with price 
vertising? This 


_clearly demonstrates there is plenty of 


cash in the country. 
“Your town should have, if it does 
not now have, a sales and advertising 


_ manager, and a merchants’ association 
or commercial club, with a man at the 


head of it to put over in the right way 
the job that is confronting you. Your 


most dangerous competitor is the fel- 





low you don’t see. 

“To combat successfully the catalog 
house competition, go after your poten- 
tial customers on the same basis. It 
will not cost you very much, and your 
returns will be surprisingly large. 
You cannot do the complete job as an 
individual. Try to organize all the 
merchants in your town and make a 
concerted effort.” 

Mr. Catlin dwelt at length on adver- 
tising methods and sales promotion 
plans, and strongly urged his hearers 
to use the same methods in getting 
business as catalog houses, department 
stores and 5 and 10 cent stores—by 
interesting all members of the family. 


Does Buying Direct Pay? 


In concluding, Mr. Catlin declared 
that buying direct from the manufac- 
turer in many cases does not pay. 

“How many retailers find it to their 
advantage to buy goods direct from 
the manufacturer? It’s a known fact 
that the great majority lose more than 
they gain. Yet the discounts offered 
as inducements often prove to be 
boomerangs. 

“T have known many cases where 
dealers on the strength of these in- 
ducements placed big orders, flattering 
themselves that they were very shrewd 
and had driven a hard bargain. They 
awakened a little later and found they 
had purchased goods enough to last 
them from three to five years. The 
wise dealer today is playing safe, buy- 
ing what he actually needs, and when 
he needs it, through his jobber—keep- 
ing a much better assortment of sea- 
sonable merchandise, on less invest- 
ment and securing a turnover that 
is producing real profits.” 





Look Out for Too Much 
Radio, Warns Hatcher 


Discussing radio during one of the 
question box sessions, R. W. Hatcher, 
Milledgeville, Ga., apparently voiced 
the sentiments of the majority when 
he declared that this is a dangerous 
time to stock radio equipment in any 
quantity. He said there were so many 
changes and improvements being made 
every day, and so much confusion about 
the equipment, that he believed it a 
better policy for the hardware re- 
tailer to confine himself to what may 
be termed radio staples. 

He recommended, however, that deal- 
ers let it be known that they are in- 
terested in radio, and urged them to 
encourage customers to order things 
through them. 


Alabama Dealer Files Trade 
Papers for Reference 


Advertising and sales promotion 
were discussed by R. 0. Noojin, At- 
talla, during the first question box 
discussion, May 27. Mr. Noojin recom- 
mended hardware retailers to follow 
their trade papers as closely as possible 
for suggestions and ideas. 

He recommended direct mail adver- 
tising and read several letters. 

Mr. Noojin said that he makes it 
a business to read the trade papers 
the minute they come in, and that 
whenever he sees anything that he be- 
lieves he can use in his own adver- 
tising, or in his own business, he puts 
the date of the magazine, and the page 
number, in a note book under a classi- 
fied heading. Later, when he wants 
some particular information or adver- 








R. O. Noojin 


tising material for his paint depart- 
ment, or any other, he gets the maga- 
zine out of his files and uses the idea 
as effectively as possible in his own 
community. 
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Southern Conditions 
Basically Sound, 
Says Almand 


“Conditions throughout the Southeast 
as a whole have been very good, with 
plenty of optimism as to the future 
until about six weeks ago, at which 
time public sentiment began swinging 
in the direction of pessimism. There 





E. L. Almand 


can be too much of either,” declared 
E. L. Almand, Social Circle, Ga., presi- 
dent of the Southeastern Retail Hard- 
ware and Implement Association, in his 
presidential address, May 27, at the 
opening of the convention and exhibi- 
tion of the association at the Audi- 
torium-Armory, Atlanta, Ga. 

“Most underlying conditions are 
sound. There is no reason to expect 
any serious depression,” Mr. Almand 
continued. “Preliminary estimates in- 
dicate that general commodity prices 
continue to decline—slight recessions 
began in March to about 1.5 per cent 
in that month. Hardware prices have 
been fluctuating within narrow limits 
within the past few weeks. 


Merely Time for Caution 


“Tt is merely a time for caution, for 
conservatism, careful selections of 
your goods, for the cleaning out of 
non-essential lines and surplus goods. 
It is time to dispose of your slow sellers 
and dead stock, which you can do 
through the association. 

“It is time for you to press your 
collections, and you can do this through 
the Merchants’ Credit Bureau main- 
tained by the Hardware Association. 
One important thing to keep in mind, 
and that is to have on hand at all times 
a stock of goods that are needed to 
supply your community. Let your 
stocks be complete and well assorted. 
It is up to us hardware merchants to 
study the conditions and keep ourselves 





well posted; to push our business for- 
ward with energy and enthusiasm.” 

The president concluded his address 
with a résumé of the work accom- 
plished during the past year by the 
association. 





New Lines Increase Sales 
and Stimulate Ideas 


W. C. Waddell, Greeneville, Tenn., in 
his address, May 28, recommended the 
hardware retailer to add profitable out- 
side lines in order to increase his in- 
fluence in his community. 

Every side line, he said, no matter 
how insignificant, deserves time and 
attention. Every new line you add, 
he stated, brings you new ideas, new 
salesmen and new customers. Among 
the suggestions that he made were the 
necessity of educating retail hardware 
clerks more thoroughly, giving sales- 
men as much time and attention as 
possible, and the cultivation of women 
and children customers. 

It is hard to keep enthusiasm up, 
he said, but a good way to do it is to 
add toys and to get the children into 
your store. Toys bring children into 
the store and start an endless chain 
of customers and sales. 

Mr. Waddell condemned jobbers who 
sell direct to consumer, and urged 
greater cooperation among local mer- 
chants in rural communities. 





O. K. Jones Uses Store 
Paper to Boom Sales 


O. K. Jones, Sweetwater, Tenn., dis- 
cussing effective methods of advertis- 


ing, stated that he had found it very | 
profitable to maintain a store paper, 
which he sends out monthly to all cus- | 
tomers and prospects. He said he ex- | 


pects to get it on a weekly basis some 
time in the near future. 


He spent approximately $1,500 for | 
equipment. The cost of printing and | 
mailing averages about $14 per thou- | 


sand. He said that he had found this 
better than regular newspaper adver- 
tising because the local newspaper in 
his community has only a small cir- 
culation. 





Simplification of Law 
Needed, Says Hatcher 


R. W. Hatcher, Milledgeville, Ga., a 
member of the board of governers of 
the National Retail Hardware Asso- 
ciation, after outlining the accomplish- 
ments that the Department of Com- 
merce had been instrumental in bring- 
ing about for the simplification of 
hardware, concluded his address by 
urging the necessity of some simplifi- 
cation in daily living conditions and in 
legislation. 

He urged business men to go into 
politics and to put a stop to the costly 
and oppressive legislation, and admin- 
istrative incompetency in both State 
and national politics. 








‘Edenton, Meserve, 


Morton and Harlan 
New Officers 


The officers elected for the ensuing 
year by the Southeastern Retail Hard- 
ware and Implement Association at the 
Atlanta convention, May 28, were as 
follows: Edenton, Jackson, 
Tenn., president; G. S. Meserve, St. 
Augustine, Fla., first vice-president; 
J. B. Morton, Bessemer, Ala., second 
vice-president; Walter Harlan, Atlanta, 
Ga., secretary-treasurer, 

The executive committee of the as- 
sociation is composed of B. H.Matthews, 
Camden, Ala.; R. O. Noojin, Attalla, 
Ala.; R. W. Hatcher, Milledgeville, 
Ga.; R. E. Jarman, Jr., Baxley, Ga.; 
E. L. Aldmand, Monroe, Ga.; J. D. 
Cottrell, Leesburg, Fla.; J. F. Bumby, 
Orlando, Fla; O. K. Jones, Sweetwater, 
Tenn.; Hugh C. Ress, Jackson, Tenn.; 
Walter Harlan, Atlanta, Ga. 

The Southeastern Association is com- 
posed of the retail hardware and imple- 
ment associations of Alabama, Florida, 
Georgia and Tennessee. Each of these 
States elects a State ticket. The State 
officers for the ensuing year are as 
follows: 

Alabama — A. W. Hawkins, Head- 
land, Ala., president; J. W. Baker, 
Albertville, first vice-president; Law- 
rence Wood, Opp, second vice-presi- 
dent. 

Florida—J. L. Cottrell, Leesburg, 
president; Alfred Rehbaum, Mount 
Dora, vice-president. 








W. V. Edenton 


Georgia—J. W. Hammond, Griffin, 
president; L. M. Maddox, Dublin, vice- 
president. 

Tennessee—D. M. Cleveland, Sweet- 
water, president; David Hobbs, Fay- 
etteville, vice-president. 

Walter Harlan was reelected secre- 
tary and treasurer of each of the re- 
spective State associations. 
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Southeastern Association Pays Members 


Profit of 849% 


Walter Harlan, secretary-treasurer 
Southeastern Retail Hardware and Im- 
plement Association, in his annual re- 
port reviewed the work of the asso- 
ciation office during the past year and 





Walter Harlan 


stated that the association had paid a 
profit of 849 per cent on each single 
membership in the organization. 

“We have compiled figures,’ Mr. 
Harlan said, “representing actual cash 
received by our members on the ser- 





on Investment 


vices they have been using during the 
past year, which is as follows: Insur- 
ance dividends, $383,538; Freight audit 
department, $2,600; Collection service, 
$1,919.36; News for sale and want list, 
$378,981.42; Grand total, $767,038.78. 

“We have 1190 active members pay- 
ing dues of $7.50 each, amounting to 
$8,925. A little figuring reveals the 
startling facts that the above four 
services alone made a net savings to 
our members of $8.49 on each dollar 


invested in memberships, or an average | 


of $63.70 per single member, which 
would be 849 per cent profit on their 
investment in the association. Have 
you any other investment in your busi- 
ness paying such dividends? 
“Inasmuch as the above averages 
and total are figured on a basis of the 
total membership despite the fact that 
a great many of the members have 





| 





neglected to avail themselves of these | 


services, it will be clear to you that 
the average saving to those who did 
use them were a great deal higher 


than. these figures show, while those | 


who failed to use these services actually 
lost money. 
seen that the gratifying total would 


have been even larger had all of the | ang a candidate for Governor of Arkan- 


; vee WC | sas 
valuable services the association main- | / 


members availed themselves of the 


tains for their benefit.” 





Study Customers and Clerks, 
Advises Gray 


George M. Gray, vice-president of 


/ ware Association for the simplification 


all 


the National Retail Hardware Associa- | 


tion, in his address, May 28, declared 
that the training of retail hardware 
clerks is as essential as the training 
of technical men 
He said that retailers must learn to do 
more of their own thinking and plan- 


lems. 
Mr. Gray enumerated what he con- 


in the professions. 
altered this year, 


of paints and colors. 


It will be also readily | 


pe 


4. An expression of appreciation to | 


non-members, honorary members 
and exhibitors who attended the con- 
vention and exhibition and contributed 
to its success. 

The usual practice of electing the 
new officers and adopting resolutions 
on the last day of the convention was 
the election and 


. resolution committees making their re- 
ning and not depend on jobbers and. e 
manufacturers to solve their local prob- | 


sidered the three evils of salesmen and | 


clerks 
competence. 
is an individual problem which must 
be studied. The speaker also recom- 
mended more attention being given to 
store arrangement and to the study 
of merchandise, 








Dealers Condemn Jobbers 
Who Sell Consumers 


Among the resolutions adopted by 
the Southeastern Retail Hardware and 
Implement Association May 28 were 
the following: 

1. Emphatic condemnation of job- 
bers who sell direct to consumers and 
employees of manufacturing concerns 
with which was combined a formal re- 
quest that firms now engaged in this 
practice discontinue it and sell their 
goods only to merchants who stock 
goods for resale at a profit. 

2. Reaffirmation of the Hardware 
Dealers Ethical Code. 

3. A request to all paint manufac- 
turers to adopt the practical sug- 
gestions of the National Retail Hard- 


indecision, indifference and in- | 
Every customer, he said, | 








ports on the next to the last day, which 
made it possible for more members to 
be present than in other years. 


The convention sessions were well | 


attended and the exhibition hall was 
crowded during the recess periods. 





Association Extends Sympathy 
to Llew and Roy Soule 
on Mother’s Death 


Resolutions of sympathy were passed 
by the Southeastern Retail Hardware 
and Implement Association on motion 
of R. W. Hatcher, Milledgeville, Ga., 
and sent to Llew S. Soule, editor of 
HARDWARE AGE, and Roy F. Soule, 
editor of Hardware Dealers’ Maga- 
zine. on the death of their mother, Mrs. 
E. G. Soule, which prevented their at- 
tendance at the convention. 





New Collection Service 


W. Roy Cannon, of Secretary Har- 
lan’s office, during one of the sessions 
explained a new collection system 
which he has developed. It comprises 
a series of letters for collecting slow 
accounts, and a number of the members 
of the association subscribed to it dur- 
ing the session. 
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Birmingham Chosen 


by Southeastern 
for 1925 


The next convention and exhibition 
of the Southeastern Retail Hardware 
and Implement Association, according 
to present plans, will be held at Bir- 


‘mingham, Ala., the latter part of May, 


1925. 

Approximately 1500 attended the 
Atlanta convention this year. Between 
135 and 150 exhibitors displayed hard- 
ware merchandise on the exhibition 
floor. Orders were reported as small 
but numerous. 

The entertainment features consisted 
of a trip to Stone Mountain for the 
ladies the morning of May 28, and the 
entire association visited the Atlantic 
Steel Company’s plant and attended a 
barbecue on:the iast day of the con- 
vention. j 


Hamp Williams Hailed 


as Governor 


Hamp Williams, president of the 
National Retaii Hardware Association 


addressed the Southeastern con- 
vention, May 28, where. he was en- 
thusiastically applauded and hailed as 
governor and where he briefly outlined 
his plans. Mr. Williams’ speech was 
similar to tnat delivered at the Ar- 
kansas convention, a complete report 
of which appeared in HARDWARE AGE, 


June 5. 

“Organization,” Mr. Williams said, 
“begins at home. We need more of 
the home influence in politics.” Mr. 
Williams declared he desired to help 
simplify the business of government, 
and above all to help reduce extrava- 
gance and waste. He said, however, 
he does not expect or desire to inaugu- 
rate any radical reforms alone, but that 
he expects and that he regards the co- 
operation of the people essential. Too 
many men, he said, try to do it all. 
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Hamp Williams 


They try to dictate the entire policy 
of an organization which, he said, is 
a mistake. Mr. Williams concluded by 
giving a brief outline of his _ profit- 
sharing plan, which has been pub- 
lished frequently in HARDWARE AGE. 

Mr. Williams was enthusiastically 
applauded when he announced his cam- 
paign slogan which is: “More business 
in politics and less politics in business.” 
He said he hopes to translate this into 
action. 
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Pressure Cookers 
Preserving Kettles 

Fruit Knives 

| Vegetable Brushes 


Jars & Jar Holders 


Rubber Rings - etc. 
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This shows what the speed pen can do 


in producing show-cards, for they 

are generally wanted at a mo- 
ment’s notice and must be done in a 
rush. This being the case, every man 
who writes show-cards should have a 
set of speed pens and be prepared for 
any emergency. There are numerous 
inventions for writing show - cards 
which are said to be practical in the 
hands of a novice, but the writer has 
found but few which are practical for 
all-round sign writing. In over twenty- 
five years of experience the writer has 
used almost everything invented for let- 
tering and has found that nothing can 
take the place of the speed pen for 
quick and effective work and the red 
sable brush for sharp, clean-cut, fin- 
ished lettering. 


‘i IME is the most important factor 


HARDWARE AGE 


Speed Pen 


Pointers 
for the 
Show-Card 
Writer 


By JOSEPH BERTRAM JOWITT 


Show-card writing as a_ profession 
or a side line will be found very profit- 
able and interesting, and almost any- 
body can successfully operate the speed 
pen if they will pay close attention to 
these simple instruction in HARDWARE 
AGE and devote a half hour each day 
in practicing. 


Master the Simple Strokes 


Before attempting to form a perfect 
letter the beginner should concentrate 
his practice on the single elementary 
strokes shown at the bottom of the 
accompanying alphabet plate. The 


plain right and left oblique or slanting 


strokes, the up and down or perpen- 
dicular strokes, the horizontal strokes 
and the circle or oval strokes. are all 
the basic strokes used in constructing 
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Another example of speed pen work 


the capital‘and lower-case letters shown 
herewith. 

There is no getting away from the 
fact that the designing, preparation and 
general laying-out of the lettering on a 
card are as important as the actual 
lettering with the brush or pen. The 
writer would rather see a_ beginner 
spend @n hour in laying out a show- 
card and one-half hour doing the let- 
tering, than guessing at at the layout, 
which means struggling at the letter- 
ing. 

When speaking of laying out a show- 
card I do not mean to infer that each 
letter should be mathematically drafted 
out, as such a process as this would 
mean a somewhat tedious proposition. 
A rough layout for single-stroke letter- 
ing is accomplished as follows: 
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third instalment 
of this series on 
the speed pen 
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Two more examples of 
speed pen efficiency. The 
card at the left is a good 
one to feature in the win- 
dow or near the door 
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Including the Tubes and Headphones. 
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First a liberal margin is marked off 
around the edge of the card with a 
hard lead pencil, next a light pencil 
line is drawn through the dead center, 
which helps to divide words equally. 

The copy or reading matter should 
then be boiled down as much as pos- 
sible, leaving out all unnecessary 
“and’s” “if’s” and “the’s.” 

All superfluous words should be 
omitted as space and time are the two 
most valuable things to be considered 
in show-card writing. The next move 
is to draw the horizontal guide lines 
the height you wish the letters to be. 
Then start to roughly scratch or pencil 
sketch the letters. A “scratch sketch” 
of lettering means that each letter is 
crudely drawn, a single line only in- 
dicating its formation. These faint 
lines are not always followed in letter- 
ing the card, they are intended to give 
an idea just how many words may be 
spaced properly in one line. If the be- 
ginner finds that in scratch sketching 
a line appears crowded, then he should 
condense the letters as he goes along. 
It is much better to condense the let- 
ters in a word than to condense spaces 


between words. For example, the be- 
ginner can get a better idea of space 
allotment by studying a line of letters 
written on the typewriter. The space 
allowed between each word should be 
the width of a single letter. This is 
also the minimum rule in show-card 
writing. 

This “scratch sketch” method of lay- 
out is intended for single-stroke letter- 
ing only. All letters which are first 
drawn in skeleton effect and afterward 
filled in, must first be drawn more or 
less accurately with a lead pencil and 
afterward the lines are re-traced with 
a small No. 4, or 6, brush, to be filled 
in when outline is completed with a 
larger brush. 

The beginner should understand that 
this single-stroke block alphabet is in- 
tended for quick “knock-out” work 
and is not to be compared with the 
more finished types of Roman or 
Egyptian letters. For hurry work 
where special signs are wanted for a 
day or so and then thrown away, this 
alphabet will be found the most ser- 
viceable and effective. 

It is the intention of the writer in 


this article to impress upon the be- 
ginner the importance of the laying out 
or preparation of a show-card. In the 
large show-card shops where hundreds 
of cards are produced daily, the most 
skilled workmen are “preparers”; their 
sole duty is to lay out and prepare cards 
for the show-card writers. Their task 
is simply to follow instructions and 
keep well within bounds of copy. One 
is a case of working with the head, 
while the other is simply working with 
the hands. 

The saying that “practice makes per- 
fect” holds good in anything that you 
may want to master, and in show-card 
writing it is absolutely indispensable. 
All the instructions, so-called secrets, 
hints and charts published in this de- 
partment will avail the beginner, but 
little success unless he is willing to 
devote a reasonable amount of his 
spare time in systematic practicing. 

HARDWARE AGE invites correspond- 
ence from our readers who are in- 
terested or have been following these 
lessons. The writer takes pleasure in 


helping any beginner by personal in- 


struction. 








autumn game. 


chandise. 





USE ’EM YOURSELF TO SELL ’EM 


P. READ, president of the Read Hardware Co., Inc., Lynchburg, Va., is | 
a firm believer in personal selling. As a student of human nature he has 
found from experience that personal contact with customers does more to in- 
crease sales than any other method. 
Mr. Read is also an enthusiastic hunter and sportsman, and personally sells 

a number of guns and a quantity of ammunition every fall to the men and boys 
in and around Lynchburg who like to roam the fields and woods of Virginia for 


The corner stone of Mr. Read’s selling argument when he gets busy on his 


gun and ammunition stock may be expressed in a few Words. He uses what he 
sells and knows what he is talking about. 


Use ’em yourself if you sell ’em yourself. It pays. 


The people of Lynchburg know } 
Mr. Read is a crack shot, they know that he uses the guns and the ammunition | 
that he sells and they have confidence that he will stand behind his mer- : 
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Paint and Varnish Sales Managers’ Council 
Discusses Salesmen’s and Dealers’ Problems 


Executive Committee in charge of council, left to right: F. 8S. Green, Pittsburgh Plate Glass Co. ; 





H. G. Sidford, National Lead Co.; R. W. Lindsay (incoming chairman) Pratt 4 Lambert; H. S. 
Woodbridge, chairinan executive committee and conference, E. I. DuPont de Nemours Co.: 
A, E. Warfield, Peaslee-Gilbert Co.; Arthur East, Save the Surface Campaign, and Charles J. 


and cooperation with salesmen 

and dealers were the dominating 
topics under discussion at the Paint 
and Varnish Sales Managers’ Council, 
June 4, 1924, Hotel Statler, Detroit, 
Mich., with seventy-five sales execu- 
tives present. 

R. W. Lindsay, general sales man- 
ager, Pratt & Lambert, was elected 
chairman of the council for the ensuing 
year, to succeed H. Woodbridge, 
E. I. DuPont de Nemours Co., whose 
term of office expired with this meeting. 

Chairman Woodbridge opened the 
conference, telling of the progress made 
by the council in the past year since 
the Cleveland meeting June 5, 1923. 
W. R. Carnegie, president, Detroit, 
Paint, Oil and Varnish Club welcomed 
the conference to the City of Detroit. 


Pane training of, relationship to, 


Salesman and Sales Manager 


R. W. Lindsay said: “The relation- 
ship of the salesmanager to his sales- 
men should, be a mutual connection 
that when properly predicated, when 
carefully fostered and sincerely pro- 
pagated means not only a successful 
business but more nearly perfect 
happiness in the business lives of those 
concerned and their families. 

“The successful sales manager must 
be willing to be painstaking and 
patient in selling his men on every 
phase of the business, and at the same 
time treat his salesmen with the same 
consideration as he would his best cus- 
tomer. Conversely the salesman should 
be as willing to receive information, 
whether it be advice or instruction, 
with an unprejudiced mind. 

Charles J. Roh, Murphy Varnish Co. 
suggested an application of the Golden 
Rule and said his company found its 
best source of salesmen was within the 
organization. Mr. Roh makes a prac- 
tice of sending the inexperienced sales- 
man out on the road under the tutelage 
of a veteran and does not make written 
contracts with any of his staff. He 
urged that salesmen meet with the 
managers frequently. 

B Wilson, E. I. Du Pont de 
Nemours & Co., asked if the salesman 
in training should have a definite 


Roh, Murphy Varnish Co. 


period of trial. It was generally agreed 
that market conditions and territorial 
differences must be considered indi- 
vidually when deciding the proper trial 
period. 

From a vote is was learned that only 
six of those present made written con- 
tracts with salesmen. On the subject 
of salesmen’s reports the majority 
thought it best that truthful and not 
exhaustive reports be made. These 
reports it was said were not for check- 
ing up the efficiency of the salesmen 
but rather a point of contact whereby 
the home office could give specific aid 
to the representatives. 

H. Uelinger, credit manager, Hilo 
Varnish Co., told the conference that 
while individual bad debts did not ap- 
pear large the gross amount of such 
losses in this country reached the three 
billion mark last year. He termed the 
credit manager the second milestone of 
selling and urged sales and advertising 
managers to work with credit man- 
agers in an effort to keep customers 
in business through definite intelligent 
assistance rather than close them up 
by legal pressure. 

“Manufacturers must pay more at- 
tention to educational work among 
their salesmen” said A. E. Warfield, 
Peaslee-Gilbert Co., “instead of taking 
salesmen trained by competitors we 
should get them from high schools, put 
them through our various home de- 
partments, keep them interested. When 
they are ready for the road they will 
be fully acquainted with our lines and 
our policies.” 


Quotes Llew S. Soule 


John H. Stutt, Geo. D. Wetherill & 
Co., quoted Llew S. Soule, editor of 
HARDWARE AGE as saying, “The hard- 
ware dealer sells paint to only one in 
twenty-four customers. If he could be 
influenced to sell two in that number, 
his paint business would be doubled. 
“Mr. Stutt commented further on the 
constructive efforts of Mr. Soule and 
said HARDWARE AGE, was giving de- 
finite education to hardware dealers, 
showing them how to increase their 
paint turn over by sales stimulation. 

“The responsibility of a paint and 


varnish salesman to his industry is,” 
said Willard E. Maston, Eagle-Picher 
Lead Co., and president of the National 
Association of Save the Surface Sales- 
men, “to permit vigorous life and 
buoyant spirits to flow through his own 
personality to those with whom he 


comes in contact that they may 
better understand its purpose and 
ideals.” 


George B. Hendricks, general sales 
manager, W. L. Douglass Shoe Co., 
said there were three divisions to the 
work of getting more orders: 1. To 
secure more sales through salesmen. 
2. To cause more orders to come direct 
from dealers. 3. To cause increased 
volume from dealers by increasing the 
business of the dealer. 


Code of Ethics Adopted 


A code of ethics subsequently 
adopted by the resolution committee 
was described by H. G. Sidford, Na- 
tional Lead Co., as “a simple codifica- 
tion of the principles which experience 
has shown to be the best for the general 
and no less for the individual welfare 
in commercial practice. There is noth- 
ing in the code as adopted by various 
other paint associations that does 
violence to the interests of any honest 
man and very little concerning which 
there need be any misunderstanding. 
Its most important features refer to 
practices which common honesty for- 
bids as evils for. which there is no 
defense.” 

John Frazee, John Lucas & Co., Inc., 
led a discussion on the promotion angle 
of the Save the Surface Campaign, 
which he said was “Shooting at the 
consumer, so that he will be convinced 
that protection of property by the use 
of paint and varnish is an investment. 
Such conviction would he said lead to 
action which meant more paint busi- 
ness. . 

Willard Maston, gave the last talk 
at the conference with an unexpected 
and very urgent plea for the salesman. 
In part he said, “Managers are prone 
to tell salesmen what should be done 
and could be done but seldom offer 
specific suggestions as to HOW it can 
be done. 
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First Radio Ass’n 
Convention at N. Y. 


in September 


The first national convention of the 
radio associations of the United States 
will likely be held in New York City 
late in September, if plans now on foot 
carry through, according to announce- 
ment from the office of the secretary 
of the National Radio Trade Associa- 
tion at New York. 

“We have been invited to hold our 
annual convention in New York by the 
Radio Trade Association of New York, 
a branch organization,” a statement by 
President Henry M. Shaw said. “With 
the local association furnishing the in- 
vitation we believe a number of other 
national organizations in the radio in- 
dustry will be persuaded to meet at 
the same time, giving radio in effect a 
national convention of associations 
rather than having the annual meet- 
ings scattered over the entire year.” 

The National Radio Trade Associa- 
tion is the largest body of radio busi- 
ness men in the country, according to 
Mr. Shaw, and has members in every 
radio center. Affiliated with the Na- 
tional Association are a number of local 
trade bodies, while special jobber 
and manufacturer sections have been 
created in the National Association. 

“Special sectional meetings during 


| 





the annual convention will enable the | 


radio men at the meeting to pick the 
sessions that appeal most to them 
passing by those that are of interest 
to some group in which they have no 
interest,” Mr. Shaw explained, outlin- 
ing the plan for the meeting. 

The exact dates for the meeting have 
not yet been set, awaiting confirmation 
of proposed dates from the other asso- 
ciations that have been invited to meet 
at the same time. 

Announcement of the dates and pro- 
grams will likely be made in a short 
time, Mr. Shaw’s statement concluded. 





L. A. Marre to Represent 
Cincinnati Ball Crank Co. 


L. A. Marre, formerly with the Pull- 
man Co. and H. Shannon Co., of Chi- 
cago, has been appointed Chicago rep- 
resentative on the Balcrank Bumper 
line by the Cincinnati Ball Crank Co. 
In addition to Chicago, Mr. Marre will 
also cover Milwaukee, Gary, Hammond 
and northern Illinois. 





George A. Fiel Addresses 
Meeting of Paint Men 


Present-day conditions in the hard- 
ware trades. the hardware retailers’ 
problems, and standardization and sim- 
plification, were discussed by George 
A. Fiel, secretary of the New England 
Hardware Dealers’ Association. at a 
meeting of salesmen of Devoe & Ray- 








nolds Co., Inc., held at the City Club 
of Boston May 29. 

Frank Connor of Brockton, Mass., 
a Devoe paint salesman for thirty-five 
years in New England, but now retired 
on pension, compared his early experi- 
ences selling Devoe paint with present- 
day methods. 

E. R. Benson, dean of the Depart- 
ment of Business Administration of 
the La Salle Extension University of 
Chicago, gave an address on modern 
salesmanship. 

Walter J. Deiss of the Boston Post 
reported on a survey of paint and hard- 
ware store window displays in the Bos- 
ton District. 





J. M. Tees Co. Formed 


John M. Tees, formerly vice-presi- 
dent and general manager of the Mah- 
Jongg Sales Co. of America, has re- 
cently organized the firm of J. M. Tees 
Co., 200 Davis Street, San Francisco, 
Cal. 

The company, which carries a line of 
Sop-Tim-Bom (Mah-Jongg) sets and 
accessories, has issued a manual of 
rules on “Tee’s Blue Book for Sop- 
Tim-Bom and Mah-Jongg, Mah-Jongg, 
Family Game, One-Suit Game, Club 
Game, Two Players’ Game, Three- 
Players’ Game and Sop-Tim-Bom. The 
book, which is illustrated, discusses the 
various games fully. 





Heads Congoleum Co. 
Hardware Division 


C. C. Leininger has recently been 
appointed manager of the hardware 
division of the Congoleum Co., Phila- 
delphia, Pa., a department necessitated 
by the company’s rapidly increasing 
sales in the hardware field. Mr. Lein- 
inger has had thirteen years of active 
sales extension experience. 





Shannon Mfg. Co. Moves 


The Shannon Mfg. Co. and the Shan- 
non Steel Sales Co. have moved from 
1801 North Hoyne Avenue, Chicago, to 
3500 Morgan Street, Chicago. These 
two concerns are now occupying about 
5000 square feet of floor space in the 
Central Manufacturing District, the 
new industrial center of Chicago. The 
Shannon Mfg. Co. makes hardware 
items, including janitor’s mop wring- 
ers, metal garden hose reels, steel side- 
walk scrapers, etc. 





New Process for Coloring 
Aluminum 


Dr. Alada Paaz, Cleveland, claims 
to have invented a process for the col- 
oring of aluminum. The process, it is 
said, will be utilized in kitchen utensils 
as well as in pieces of art. The Alumi- 
num Co. of America is said to possess 
the patents. 


'W. A. Cluff, Now President 
Mason Tire & Rubber Co. 


O. M. Mason, president, and D. M. 
Mason, treasurer, have resigned their 
offices, and their membership as direc- 
tors of the Mason Tire & Rubber Co., 
Kent, Ohio. The two Mason brothers 
organized this company in 1915 for the 
manufacture of tires, tubes and rubber 
products. 

W. A. Cluff, formerly the secretary, 
has been elected as president and treas- 
urer. Graham, former factory 
manager, becomes secretary. J. H. 
Diehl continues as vice-president and 
sales manager. These three officers, 
with Francis M. Brooke, R. S. Hyney 
and L. C. Thaw, comprise the board of 
directors. 

The company employs about 1000 
men, has plants at Kent and Bedford, 
Ohio, and twenty-nine branches. Presi- 
dent Cluff plans to turn ten of these 
branches into distributing stations as 
part of his new program to reduce op- 
erating and distributing costs. 

An audit has shown sales to be im- 
proving steadily with the company. 
Financial conditions are said to be sat- 
isfactory. 





J. S. Stewart Joins Cook 
Paint & Varnish Co. 


J. S. Stewart has been made vice- 
president of the Cook Paint and Var- 
nish Co., Kansas City, Mo. Mr. Stewart 
was formerly connected with Devoe & 
Raynolds Co., Inc. He entered the em- 
ploy of this concern in 1908 as book- 
keeper and worked up through various 
positions until he became manager of 
the company’s sales in the Southwest 
with headquarters at Kansas City. His 
duties with his new concern will be of 
an executive nature in connection with 
the sales and distribution of Cook’s 
products. 





Standard Plate Glass 
Expands 


The Standard Plate Glass Corp., 
Butler, Pa., has acquired the Watson 
Paint and Glass Co., Pittsburgh; the 
Zebb Paint and Glass Co., Youngstown, 
Ohio, and the Bison Paint and Window 
Glass Co., Buffalo, N. Y. 





North Jersey Dealers to Hold 
Outing 


The annual outing and games of the 
North Jersey Hardware and Supply 
Association are to be held at Doerr’s 
Union Park, Maplewood, N. J., Wed- 
nesday, June 25. The program includes 
a ball game at 1.15 p. m., which will 
be followed by games and contests of 
all kinds, including a big trapshooting 
match. 

Buffet lunch will be served all day, 
and at 6.30 p. m. a country chicken 





dinner will be held. 
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N. E. Olds Advertising Mer. 
Cleveland Metal Products 


Norman E. Olds, has succeeded G. 
M. Davis, as advertising manager of 
the Cleveland Metal Products 
Cleveland, Ohio. Mr. Olds was for- 
merly manager of this firm’s Canadian 
plant located at Sarnia, Ont. It is re- 


ported that Mr. Davis plans to enter | 
the retail hardware business under his | 


own name. 


F. H. Lawson Co. Offices 
in New York and Chicago 


The F. H. Lawson Co., Cincinnati, 
Ohio, manufacturers of galvanized tin 
and japanned ware and auto sheet 
metal parts, has established offices in 
New York City and Chicago. The New 
York office is located at 50 Park Place, 
in charge of George V. Galbreath, who 
has been with the company for eight 
years. A warehouse is operated at 
bush Terminal, from which point store 
door deliveries are made by truck to 
the Metropolitan District. 

H. L. Jillson is in charge of the Chi- 
cago office, located at 144 West Kinzie 


Street, at which point stock is kept for | 


local trade. 





J. H. Williams & Co. Plant 


Transfer Completed 


J. H. Williams & Co., maker of 
drop-forgings and drop-forged tools, 
Buffalo, N. Y., has completed the trans- 
fer of the manufacturing operations 
of its Brooklyn, N. Y., and Chicago, 
Ill., factories to its Buffalo Works, 
where all its American manufactur- 
ing is now concentrated. After July 
1 district sales offices and warehouses 
will be maintained at 75-77 Spring 
Street, New York, and 117 N. Jefferson 
Street, Chicago. In New York, Mr. 
E. J. Wilcox will be sales manager of 
stock, and Mr. P. Rigby of special 
products for the eastern territory, 
while at Chicago, Mr. N. P. Linde will 
be in charge of stock, and Mr. A. C. 
Nuth, of special products for the west- 
ern territory. 


—— + - -- 


Paint Firm Builds 
Varnish Plant 


The Briggs-Maroney Co.. Inc., manu- 
facturers of paints for 82 years, is 
erecting a varnish plant to be operated 
in conjunction with its paint works 
at Everett, Mass. 


Atkins Issues Booklet 
to ““Man Behind the Counter” 
E. C. Atkins & Co., Indianapolis, 
Ind., has recently issued a little book- 


let called “The Man Behind the Coun- 
ter.” It is being sent to dealers and 





Co., | 











retail salesmen. The idea behind the 
book is to put in the hands of the “men 
behind the counters” the necessary sell- 
ing information on saws; how they are 
made, how used, important features 
and selling points to be used on the 
customer. “The man behind the coun- 


_ ter” needs all the education he can get, | 
_and the book being sent out by this 


firm deserves credit for being a selling 
aid. 


Obituary 
H. H. Beckwith 


: After a brief illness of several days 


H. H. Beckwith, manager of the Minne- 
apolis branch of Devoe & Raynolds Co., 
Inc., died May 28. The funeral took 
place on June 2, with burial at Cleve- 
land, Ohio. He leaves a wife and three 
children. 

Mr. Beckwith first became associated 
with Devoe in 1922 in the capacity of 
assistant sales manager of the western 
district, headquarters at Chicago. His 
conscientious application to duty won 
for him his recent promotion to resi- 
dent manager of the Minneapolis 
branch. 


— 


Arthur O. Hubbard 


Arthur O. Hubbard, president of the 
Puffer-Hubbard Mfg. Co., Minneapolis, 
Minn., passed away while at work at 
his desk on May 13. 

Mr. Hubbard was born in Spring 
Prairie, Wis., Aug. 15, 1860. He en- 
tered the lumber business at the age of 
twenty, in North Dakota. From there 
he removed to St. Cloud, Minn., and for 
some time followed the trade of ma- 
chinist. Later he was a lumber sur- 
veyor and in 1884 started a manufac- 
turing plant in Sauk Center, making 
lawn furniture. Later he became as- 
sociated with Sweatt Mfg. Co., Minne- 
apolis, making wooden specialties, and 
in 1899 formed a company that bought 
out the business and commenced op- 
erations under the present name of 
Puffer-Hubbard Mfg. Co. 

He is survived by the widow, one son, 
H. H. Hubbard, and one daughter, Mrs. 


Myron C. Balch. 


Frank Pekoc 


Frank Pekoc, Sr., Cleveland, Ohio, 
hardware merchant, died recently at 
the age of sixty-one, from heart trouble. 
Mr. Pekoe was born in Prague, Bohe- 
mia, but had lived in the United States 
forty-one years. For the past twenty- 
five years he had been in the hardware 
business at Woodwill and Buckeye 
Roads. 

He is survived by two sons, a widow, 
two daughters and a brother. One son, 
Frank, Jr., operates two retail hard- 
ware stores in Cleveland, is vice-presi- 
dent of the Cleveland Retail Hardware 
Dealers’ Association and an active 
ga of the Cleveland Winchester 

ub. 
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Makes Personnel 
Changes 


A number of changes have recently 
been made in the sales organization of 
Devoe & Raynolds Co., Inc., manufac- 
turer of paint, varnishes, brushes, etc., 
101 Fulton Street, New York City. 

W. M. Gordon, manager of the South- 


ern Division for ten years and employee 


of the Devoe organization for over 
twenty years, has been made divisional 
manager of the new Southwestern Di- 
vision, including Kansas City, Mo.; 
Wichita, Kan.; Dallas, Tex., and New 
Orleans, La., branches, with division 
headquarters in Kansas City. 

J. B. Hartranft, who has been man- 
ager for the past four years, has been 
promoted to the managership of the 
Kansas City branch, the third largest 
in the Devoe organization. 

Randell Young, formerly assistant 
manager of the Cincinnati branch and 
more recently connected with the Chi- 
cago branch, has been appointed man- 
ager at Cincinnati. 

H. A. White, formerly Minneapolis 
branch manager, has been promoted 
to position of resident manager of the 
Chicago branch. 

Luke Hall, traveling sales manager 
of the New York branch, has _ been 
made manager of the Boston branch. 

Renshaw Smith, Jr., formerly travel- 
ing sales manager of the New York- 
Boston territory and recently sales 
manager of the Boston branch, has 
been promoted to the position of man- 
ager of the New York branch. 

V. D. White, manager Omaha, Neb., 
branch, has been given general super- 
vision over the Des Moines and Denver 
warehouses. 


ee 


Columbian Hardware Co. 
New Packing System 


The Columbian Hardware Co., Cleve- 
land, now packs garage vises in lots 
of six in fiber boxes, riveted. This dis- 
places the former practice of twelve to 
a wooden crate. A saving in weight is 
effected. 


—— -——_—  -—- 


Denver Paint Maker 
Builds 


The McMurty Mfg. Co., Denver, 
Colo., has let contracts for the erection 
of an addition to their present plant 
to cost in the neighborhood of $65,000, 
which will, in time, double the capacity 
of the plant. 


_—_- 


J. Halpert to Open Store 


On or about June 1, J. Halpert will 
engage in the retail hardware business 
at 142 Belgrade Ave., Roslindale, Bos- 
ton. Mr. Halpert will also conduct a 
substantial tinware department. 
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American Fork & Hoe Co. 
Rebuilding Batcheller Works 


Plans are maturing for a larger steel 
goods plant to replace the burned build- 
ing of the Batcheller Works of the 
American Fork & Hoe Co., in Walling- 
ford, Vt. Construction work on the 
first unit will start at once. It is 
planned to have ample capacity to sup- 
ply the trade and allow for growth 
along new lines. 

Following the fire in March, work 
has been carried on in the forging de- 
partment, which was not destroyed, 
and in temporary quarters for finish- 
ing operations so that service to the 
trade has been practically uninter- 
rupted. 





Brown-Camp Hardware Co. 
to Enlarge 


Contracts have been let by the 
Brown-Camp Hardware Co., Des 
Moines, Iowa, for a new five-story 
building with a frontage of 192 ft. 
on First Street, and a depth of 282 ft. 
on Elm Street. It is said that the new 
building will cost approximately $375,- 
000 and will be completed in seven 
months. 


ere eee 


Interstate Merchants to Meet 
July 29-30 


The sixth convention of the Inter- 
state Merchants’ Council, 10 South La 
Salle Street, Chicago, a part of the 
Chicago Chamber of Commerce, will 
be held at the Hotel La Salle, Chicago, 
July 29 and 30. Reduced rates have 
ygain been secured for dealers or mem- 
bers coming to Chicago at that time of 
ne and one-half fare. 





Cleveland Hardware Co. 
Reorganizing 


The recent reorganization of the 
J. W. Cleveland Hardware Co., 79 
Broadway, Paterson, N. J., to be known 
in the future as the L. Van Wagoner 
Co., 155-57 Van Houten Street, were 
discussed at a recent dinner by Leslie 
Van Wagoner, held recently in Pater- 
son and attended by sixteen officers and 
employees of the company. 





The officers of the recently reorgan- 
ized company are Leslie Van Wagoner, | 
president and treasurer; Richard Cor- | 
ser, vice-president; Joseph Buis, sec- | 
ond vice-president, and Walter Morris, | 


secretary. 


In his address, Mr. Van Wagoner | 


said: “Mr. Cleveland started work 


for J. M. Smylie in 1876 and became | 
associated with Mr, Smylie under the | 
name of Smylie & Cleveland in 1880. | 
Mr. Cleveland purchased Mr. Smylie’s | 


interest and continued business under 


the name of J. W. Cleveland until 1903 | 


when it became incorporated under the 
name of J. W. Cleveland Hardware 
Company with the following officers 
and stockholders: J. Cleveland, 
president and treasurer; W. L. Acker- 
man, vice-president, and Leslie Van 
Wagoner. secretary. 

“In 1913 Mr. Cleveland died and new 
officers were elected under the 
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firm name, as follows: Leslie Van 
Wagoner, president and treasurer; W. 
I. Ackerman, vice-president and secre- 
tary. On May 23, 1923, Mr. Ackerman 
passed away without any warning 
from heart failure while in the office 
telephoning to one of his friends in 
Passaic, having served the organization 
forty-nine years. At the election after 
Mr. Ackerman’s death, Leslie Van 
Wagoner was elected president and 
treasurer, and Alex Van Wagoner, 
secretary. 

“During the latter years the follow- 
ing men became stockholders in the 
company: Richard Corser started work 
for Mr. Cleveland in 1887 and has con- 
tinued to the present date, serving 
faithfully for thirty-seven years; 
Joseph Buis started for Mr. Cleveland 
in 1889, serving the firm thirty-five 
vears; Walter Morris started in 1902, 
serving for twenty-two years, and Les- 
lie Van Wagoner started in 1892, serv- 
ing the company thirty-two years. The 
long service of these men indicates the 
friendship held for one another and in 
honor of their faithful and long service 
I hereby extend to them a little token 
of my esteem and also desire to inform 
you that from this time the name of 
the concern will be L. Van Wagoner 
& Co.” 





Cleveland Chain & Mfg. Co. 
Builds New Plant 
The Cleveland Chain & Mfg. Co., 
Cleveland, has built a new plant to in- 


crease production on_ electric-welded 
tire and trace chains. 





New Store in Eldorado, Ark. 


Tournage-Caruthers Hardware Co., 
Eldorado, Ark., is the new name of the 
Turnage, Goode & Caruthers Hardware 
Co. Mr. Goode’s interests were pur- 
chased by Mr. Turnage and Mr. Car- 
uthers, who will continue to operate 
the business. 
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Superior Paint Corp. Builds 
in Los Angeles 


The Superior Paint Corporation, Los 
Angeles, Cal., has completed arrange- 
ments for the erection of a modern 
paint factory in the central manufac- 
turing district of that city. Ground has 
been broken and the first section of the 
plant will be ready for occupancy in 
about six weeks. The company will 
manufacture a full line of products— 
house, wall, automobile, marine and 
boiler paints, as well as stains, var- 
nishes and enamels. 

J. E. Van Horn and A. M. Gilman 
are the founders of the corporation. It 
is claimed that the new factory will be 
equipped with novel features, among 
them screening and air-straining ap- 
paratus to make the production of paint 
practically odorless. 





Twin Cities Picnic 
July 16 


The Twin City Retail Hardware As- 
sociation of Minneapolis and St. Paul 
is making plans for an annual picnic 
to be held about July 16. Several other 
associations have also selected the same 
day for festivities. 





Dreher Smith Co. Incorporates 
The Dreher Smith Co., Inc., Middle- 


town, Conn., has incorporated under 
the laws of that State to do a hard- 
ware business. Incorporators are: Ed- 
ward P. Dreher, Carlton F. Smith and 
Lester B. Hayward. 





Correction 


Peck & Mack, jobbers, importers and 
exporters of hardware, New York City, 
has recently removed to 452 Broadway. 
In the issue of May 29 the address was 
erroneously given as 542 Broadway. 





Don’t Knock—It's Bad Business 





, £ 


+] NA-HERES A HARDWAR 
STORE HANDLING RADIO- 
THEY HAY HAVE WHAT 
I WANT! 

















YOU SAY YOU DONT/ WE DID BOT THE 
CARRY THAT LINE? 


STVFF WASNT UP 
TO SNUEE-TLL 
YOu 


> 3 








4 
LINE! 











HUM~THATS FUNNY-J'VE 

USED BLANK COMPANYS STUFF, 
ER ER- 
HUH) ~ 
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Serious Split ‘i Federal ‘Trade Commission 
Regarding Policy 


Commissioner Van Fleet Insists Function of Commission Is 
Correction and Not Punitive—Will Have Support 


(WASHINGTON, D. C., June 9, 1924) 
HE members of the Federal Trade 
: Commission appear to have come 
to the parting of the ways. A 
very serious difference of opinion with 
regard to the general policy of the 
Commission has arisen, and while but a 
single commissioner has_ revolted 
against the practices heretofore pur- 
sued he is recognized as one of the 
ablest members of the organization 
whose views are likely to meet with a 
hearty indorsement of the entire busi- 
ness community. 

The split in the Commission has been 
caused by the issuance in many cases 
of formal complaints against reputable 
business concerns with regard to prac- 
tices alleged to be improper, but with- 
out giving the respondents an oppor- 
tunity, in advance of the issuance of 
the complaint, of abandoning such prac- 
tices or of supplying the Commission 
with additional data the receipt of 
which might cause it to withhold formal 
action. 


A Square Deal for Business 


Commissioner Vernon W. Van Fleet 
believes that the function of the Com- 
mission “is corrective and not punitive.” 
He believes that every business concern 
charged with pursuing methods 
amounting to unfair competition should 
have ample opportunity to consider 
criticisms of its policies and, if it de- 
sires, to abandon them, before being 
made the subject of a formal proceed- 
ing, the details of which are heralded 
far and wide throughout the country, 
greatly to the detriment of the respon- 
dent, even though in the formal trial of 
the case which may follow the criticism 
may prove to be groundless. 

It is a curious fact that the general 
public has been under the impression 
that the policy which Commissioner 
Van Fleet insists his colleagues should 
pursue has always been employed; in 
fact, the impression has been quite gen- 
eral that the law required the Commis- 
sion to make an effort to induce parties 
charged with unfair competition to 
change their methods before formal 
complaints are issued. The facts ap- 
pear to be otherwise. 

In the case upon which the members 
of the Commission are now in disagree- 
ment, H. R. Mallinson & Co., Inc., of 
New York City, is named as respondent 


of Many Business Men 
By W. L. CROUNSE 


in a complaint charging uniair meth- 
ods of competition. The company is a 
manufacturer of fabrics composed of 
silk in whole or in part. In a press bul- 
letin given out by the Commission the 
allegations of the complaint are de- 
scribed as follows: 


Basis of Complaint 


“According to the complaint the firm 
manufactures fabrics which it sells un- 
der the trade name of ‘Roshanara 
Crepe,’ ‘Hoos-Hoo,’ ‘Velora,’ ‘Thisldu’ 
and ‘Chinchilla Satin,’ which are not 
made entirely of silk, but contain wool 
or artificial silk. These fabrics, it is 
alleged, are labeled with the trademark 
or slogan, ‘Mallinson’s Silks de Luxe’ 
on the selvage at intervals of a few 
feet and on the boards about which the 
bolts of the fabric are wound. 

“The complaint states that in the 
company’s advertising, which has been 
general and indiscriminate as to re- 
spondent’s products, makes use of the 
following slogans: ‘Mallinson’s Silks 
de Luxe,’ ‘The World’s Most Beautiful 
Silks,’ ‘The Silks That Are Internation- 
ally Recognized as Fashion’s Crite- 
rion, “The Name “Mallinson” on the 
Selvage Is a Silk Bond for Your Identi- 
fication.” The complaint alleges that the 
use of such slogans and the selvage 
labels have a tendency to mislead and 
deceive a substantial part of the pur- 
chasing public into the belief that the 
fabrics bearing the trade names here- 
tofore designated are made entirely of 
silk, which, it is alleged, is contrary to 
the fact.” 


Commissioner Van Fleet Pissents 


Commissioner Van Fleet, who from 
the record in this case appears to have 
been giving the question of official pro- 
cedure very careful consideration, not 
only takes exception to this particular 
complaint, but makes it the basis of a 
public protest spread upon the Com- 
mission’s record and incorporated in its 
press bulletin. He says: 

“T dissent from the issuance of a com- 
plaint in this case at this time without 
any effort to induce the respondent to 
alter its methods of advertising and 
branding its goods. I do not dissent 
from the conclusion of the Commission 
that the case calls for corrective action, 
but in my opinion it is a case which 
should be conducted by negotiation and 


adjustment rather than by complaint 
and trial in the first instance. 

“I think the true function of the Com- 
mission is corrective and not punitive. 
Respondent is an old established house 
of good reputation for fair dealing and 
for the quality of its goods. 


No Fraud Intended 


“Indeed, there is no claim, as appears 
ir the record, that its goods are not of 
honest quality, but rather that the ad- 
vertisement and brands used are not 
literally true. Where any other’ mate- 
rial than silk is used, such as wool, it is 
not used as an adulterant, but to make 
a distinctive fabric which could not be 
produced otherwise. 

“To my mind there is no fraud in- 
tended. The issuance of a complaint 
will be of great damage to the respon- 
dent and under the circumstances I 
think it should not be issued unless the 
respondent should, after opportunity 
given, refuse to conform to the ruling 
of the Commission. 

“My dissent does not apply to this 
case alone, but to every case of like 
nature where no fraud is intended or 
the business itself is not fraudulent, re- 
— publicity to protect the pub- 
ic. 

It is needless to say that the business 
community will await the outcome of 
this case with the liveliest interest. If 
Mr. Van Fleet’s understanding of the 
facts in the case is correct the pro- 
cedure before the Commission should 
result in dismissal, but should the com- 
plaint be sustained it is more than 
probable that the respondents will ask 
the courts to review the Commission’s 
action and perhaps to lay down a rul- 
ing founded upon the law creating the 
Commission requiring it to endeavor 
by negotiation to dissuade respondents 
from employing unfair methcds before 
subjecting them to the injury that too 
often follows the issuance of formal 
complaints. 


Women Line Up for Price Protection 


And now the ladies, God bless them, 
are coming out in favor of price protec- 
tion legislation. Congresswoman Mae 
E. Nolan, who represents a California 
district in the House, after careful 
study of the price maintenance problem 





(Continued on page 102) 
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General Market News 





Business Expected to Mark Time 
Until After Political 


Conventions 


EATHER conditions in various sections continue to have 
a retarding effect on the sale of seasonable merchandise. 
However, shelf hardware, builders’ hardware, automobile ac- 
cessories and some lines of specialties are reported to be con- 
sistently active, although the amount of business that is be- 
ing done is more or less confined. Prices are holding in most 


_ jines. 


No positive change in general business conditions is ex- 
pected by manufacturers and jobbers until after the political 


situation is more definite. 


Business is expected to mark time 


until early fall when a more aggressive buying tendency is ex- 


pected to be manifested. 


Collections throughout the country are reported fair. 


Retail 


stocks, however, are for the most part light. 


Pittsburgh Conditions 
Unchanged 


Conditions in the Pittsburgh market 
are more or less unchanged. Prices 
are holding, but unseasonable weather 
continues to hamper a large volume of 
business. 
to fair. 

In the steel industry business is 
neither better nor worse than it has 
been, and no definite change is expected 


vailing levels occurred, they were all in 
the nature of minor price readjust- 
ments. 

At present there is a good demand 
for general and shelf hardware. Lawn 
mowers are especially active, as are 
also screen wire and garden hose. Sup- 


plies are adequate, except in the case 


Collections vary from poor | 


until after the national political con- 


vention. 


Chicago Market Firm 





There was a slight downward revi- | 


sion made on two grades of roofing 
paper. This is the only price change 
of importance which has been made by 
the local jobbers this week. 

The balance of the staples remain 
the same as last reported. 





Hammers and Hatchets 
Drop in Cleveland 


Local jobbers announce reductions on 
Plumb hammers and hatchets; Maydole 
hammers and Germantown hammers 
(certain numbers), which vary from 


10 to 15 per cent; window glass has | 


been advanced one point. Linseed and 
turps very firm, though trading is light. 





No Price Changes 
in New York 


Business in the New York. whole- 
sale market continues quiet but consis- 
tent. Prices on practically all lines are 
firm, and where departures from pre- 


} 





of a few standard lines. Collections 


are revorted as being fair. 


Shelf Hardware Moving 
in Boston Market 


Aside from a downward 10 per cent 
adjustment in store prices on barbed 
wire and galvanized staples, no price 
changes of importance are noted in 
this market. 

Shelf and heavy hardware continue 
active. Mill supplies are short, but 


fundamental conditions are considered | 


| Wholesale Prices 


healthy. 


Solder Drops Slightly 
in Twin Cities 
Market conditions continue quiet and 
there have been no price changes of 
importance during the past week. 
The only change in items covered by 
the report is a further decline in solder, 


which is now quoted at 30% cents per 
lb. for strictly half and half. 





Shelf Hardware Moving 


Although hampering seasonal sales 
weather conditions have not affected 
the movement of staple lines and shelf 
hardware which are reported as con- 
sistently active in most sections of the 
country. 





Bank Analysis Finds 
Basic Conditions 


Sound 


“Fundamental conditions remain 
sound, but industrial activity has ex- 
perienced a distinct decrease,” says an 
analysis of conditions issued by the 
American Exchange National Bank. 
“Unemployment is more widespread, 
the inactivity previously noted in the 
textile and other trades having spread 
to the steel and related industries. The 
building trades continue active, but new 
plans are being made with greater cau- 
tion, and opinion concerning the out- 
look for a continuance of operations on 
the present scale is divided. 

“Shortages of skilled labor in sev- 
eral sections place a limit to the scale 
of operations in the building industry 
and tend to increase the uncertainties in 
the situation, the continuance of full 
activity obviously being dependent upon 
the willingness of labor to adhere to 
reasonable wage scales. 

“In part, the decrease in general activ- 
ity is a result of the operations of the 
hand-to-mouth policy of buying which 
has spread practically to all trades. 
Producers have adopted the policy of 
producing according to orders and any 
moderate falling off in orders is imme- 
diately reflected in decreased produc- 
tion. - 

“Several industries have been forced 
into curtailment by natural conditions, 
and the suspensions in these trades have 
accentuated the unfavorable aspects of 
the general situation. As a rule de- 
creases in productive activities have 
been followed by increased inquiries on 
the part of consumers. 

“The outlook for the crops is general- 
ly good, and it is reported that this 
year’s wheat crop will be produced at 
a cost much below that for last year. 
The conditions of the Middle Western 
farmer is reported as being much im- 
proved.” 





Off Only Slightly 


A slight decline is shown in Dun’s 
Index Number of wholesale quotations 
for June 1 compared with a month pre- 
vious. At $183,821, representing the 
cost per capita of a year’s supply of 
commodities, the present figure is only 
0.5 per cent below that for May 1, and 
is but 3.8 per cent under the high point 
of this year, reached on Feb. 1. Com- 
paring with the $191,414 of a year ago, 
when the trend was also downward, a 
decline of 4 per cent is shown. 

“It thus appears,” Dun states, “that 
the general price movement in recent 
months has been within a compara- 
tively narrow range, yet the index 
number is now at the lowest level in 
about a year and a half, or since Nov. 
1, 1922.” 


Reading matter continued on page 74 
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CUSTOMER may buy 
his hardware hap- 
hazardly, but he holds 
you responsible after- 
wards. Assure your 
good reputation by sell- 
ing McKinney Hinges. 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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Jobbers’ and Dealers’ Inventories Light 


™ 


shows that sales are somewhat lighter than for 
the previous week, and an easing is evident in 
manufacturing and commercial operations. 
ing feature is that inventories among wholesalers and 
retailers are very light, and should business start up, it 
would necessitate manufacturers working to capacity. 
There were very few price changes put into effect dur- 
It is doubtful if lower prices would 
Several of the manu- 
facturers are marketing their products on a very close 
margin, and the only way that further price reductions 
could be made would be to reduce the cost of labor. 


ing the past week. 
affect buying to any great extent. 


AUTOMOBILE ACCESSORIES.— 
Sales are picking up with the advent of 
better weather. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c_each; 
tegular, 58c each; Champion X, 45c 
each: lots of 100, 41c each; Champion 
Blue Box line, 53c each; A. C. Titan, 
58c each; lots of 100, 56c each; A. C. 
Special Ford, 44c each. 

Spot Lights.—Anderson, No. 3280, 
$6.50 each; Stewart, $5.67 each. 

Horns.—E. A. Electric (Ford), $4 
each. 

Jacks.—Reliable Jacks, No. 46, $2.50 
each; in lots of 10, $2.25 each; Sim- 
plex, No. 36, $1.80 each; Ajax, No. 6, 
40¢ each: National Standard, No. 21, 


1.20 each. 

. Pumps.—Rose 1%-in. cylinder, $1.55 
each. 

Chains.—Non-skid, dozen pair lots, 





23% per cent discount; 50 pair lots, 
40 per cent discount. : 

Tires and Tubes.—30x3% nonskid 
fabric, $8.65 each; cord, $11.60 each; 
gray inner tubes, 30x3%, $1.30 each; 
red inner tubes, 30x3%, $1.80 each. 

AXES.—No change in price; demand 
continues fair. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4-lb., $14 
doz. base: double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15 to $22 per doz., according to qual- 
ity and grade of handle. 


BASEBALL GOODS.—Baseball goods 
moving out in large volume; warmer 
weather will undoubtedly increase sales. 


BOLTS AND NUTS.—Prices are the 
same as last reported. There continues 
to be a slight improvement noted in de- 


mand. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 50-5 per cent discount; small 
carriage bolts, rolled thread, 50-10-5 
per cent discount; machine bolts, cut 
thread, 50-10-5 per cent discount; 
small machine bolts, rolled thread,. 
60-5 per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60-5 per cent discount. 


BUILDERS’ HARDWARE. — Orders 
are being booked in very satisfactory 
volume. Manufacturers are making bet- 
ter deliveries, and have not the volume 
of business booked that they had a few 
months ago. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 34%x3% steel butts, old 
copper and dull brass finish, $3.66 per 
doz. pair; 4x4 steel butts, old copper 
and dull brass finish, $4.92 per doz. 
pair; hea steel bevel inside sets, 
case lots, $7.80 doz.; steel bit-keyed, 


output. 
One outstand- 


front door sets, $1.90 per set; wrought 
brass bit-keyed front door sets, 2D 
per set; cylinder front door sets, $7.50 
per set. 


CHAIN.—Sales on halters, tie-outs and 
other seasonable items reported good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof coil chain, 
$8.50 per 100 lb.; Tenso coil chains, 
50-10 per cent off list; No. 004% elec- 
tric welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.—De- 
mand continues good; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40 per cent discount. 


DOOR SPRINGS.—Prices unchanged; 
sales continue to improve. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Perfect, No. 2, 365c. 
doz.; No. 3, 40c doz.; No. 4, 44c per 
doz.; No. 5, 52c per doz.; No. 6, 63c 
doz.; No. 7, 70c doz.; Reliance, light, 
$1.80 doz.; medium, $2.50 doz.; heavy, 
$3.75 doz.: Torrey’s, $3.60 doz. 

EAVES TROUGH AND CONDUCTOR 
PIPE.—Very satisfactory business is 
being done on this item; no change in 
prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Single Bead Lap Joint 
Gutter, 5-in., $4.75 per 100 ft.; Cor- 
rugated Conductor Pipe, 3-in., $5.10 
per 100 ft.; Plain Ridge Roll, 1%-in., 
$4 per 100 ft.; Corrugated Conductor 
Elbows, 3-in., $1.36 per doz. 


ELECTRICAL MERCHANDISE.—No 


changes in prices are noted: electric 
fans in good demand. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: No. 14 rubber covered 
wire, $7.60 per 1000 ft.; in 1000-ft. 
lots, $7.35; No. 18 lamp cord, $15 per 
100 ft.; in 1000-ft. lots, $13.75; %-in. 
brush brass key sockets, 20c each; 
two-way plugs, 60c each; in lots of 
10, 52c each; one-piece attachment 
plugs, 13c each; two-piece attach- 
ment plugs, 12c each; dry cells, boxes 
of 50, 303%c each; less than case lots, 
34c each. 


EYE HAMMERS AND SLEDGES.— 
prices unchanged; orders continue to be 
very satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Striking or black- 
smiths’ sledges, 5-lb. and heavier, 
10¢c per Ib. 


FIELD FENCE.—Sales show marked 
improvement; jobbers making prompt 
deliveries. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Field fencing, 611% per 
cent discount from lists. 


FILES.—Sales about normal; no price 
changes reported. 


in Chicago—Few Price Changes 


(Chicago Office of HARDWARE AGE) 


REVIEW of the market conditions for the week 


No new increase in buying is apparent in the steel in- 
dustry. The output has been adjusted on a supply and 
demand basis, with the demand taking care of the present 


The demand for building materials was active during 
the first part of the week, but due to the holiday period, 
slowed down at the close. 
amount of construction work under way, with the result 
that builders’ hardware continues to be in good demand, 
and while the factories have not the large volume of busi- 
ness booked ahead that they had a few months ago, they 
are experiencing a fair business that holds up well. 

Collections are good and show an improvement over 
those for the same week a year ago. 


There continues to be a large 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Disston files, 50-10 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 

WARE.— 


GALVANIZED AND TIN 
There continues to be a heavy demand 
for galvanized pails, and manufacturers 
are working to capacity to keep up 
with their orders. Tubs are not moving 
quite so freely. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvan- 
ized after-made water pails, not made 
of galvanized sheets, with seams 
cemented, 
quart, $2.20 
doz.; 14-quart, 
ized wash _ tubs, 5 
No. 2, dos.; No. 3, $8 dos.; 
2-gal. galvanized kerosene cans (tin 
breast), $4.50 doz.; 1-bu. galvanized 
baskets, $7 doz.: galvanized after- 
made water pots, in original crates, 
solid breast, 8-quart, $6.50 doz.; 10- 
quart, $7.50 doz.; 12-quart, $8.75 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales are slow as a result of 
the backward season. With the advent 
of warmer weather hose sales should in- 
crease. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden Hose, good 
quality, molded hose, %-in., 10%c. 
per ft.; %-in., 138c per ft.; 3-ply, 
good quality, wrapped, %-in., 10c. 
per ft.; %-in., 12c. per ft.; 4-ply, 
good quality, wrapped, %4-in., 12c. per 
ft.; %-in., 14c. per ft.; 5-ply, good 
quality, wrapped, %-in., 9c. per ft.; 
%-in., lle. per ft. Lawn Sprinklers, 
Rain King, $28 doz.; Original Foun- 
tain Sprinkler, $8 doz.; Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—No change in 
price has been made. There continues 
to be a brisk demand for plate glass, 
while sales on window glass are not 
quite so good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25- 
in. bracket, 85 per cent discount; sin- 
gle strength A, 34 to 40-in. bracket, 
84 per cent discount; single strength 
A, all other brackets, 83 per cent dis- 
count; double strength A, all sizes, 
84 per cent discount. Putty—Pure 
grades, $3.50 per lb.; commer- 
cial, $3.20 per 100 Ib. 


HANDLED HAMMERS.—New prices 
recently put into effect have stimulated 
the demand for better grade goods. 


We sete from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16-oz. 
nail hammers, $10.50 doz.; first qual- 
ity, 16-oz. machinist hammers, $7.85 
doz.; Medium quality, 16-oz. nail 
hammers, $6 doz. 


Reading matter continued on page 76 
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WQVALITY LEAVES 


ITS IMPRINT 

















A Distinctive Difference 


Positive operation, boundless satisfaction and lifetime service 
constitute the distinctive difference between garage doors fitted 
with out-of-date hinge hardware and those equipped with— 





Garage Door Hardware 


Garage doors equipped with S/:detzte slide inside, away from 
snow and ice, and fold flat against the wall. Thus a wide unob- 
structed opening is assured. Inconvenience, danger and damage 
are done away with, as S/idetite equipped doors can’t blow shut. 
When closed they fit snug and weather-tight. 

There is the same distinctive difference in all doors equipped with R-W Door 
Hangers, whether they be on barns, on elevators, on factories or in the home. 
Write for Catalog A-29 which describes and illustrates Sv/idetite Garage Door 
Hardware. 


The proved superiority of R-W Door Hangers is responsible for their almost 
‘ universal acceptance as the standard of quality, service and satisfaction. 
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R-W Barn Door 
Hangers for con- 
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R-W,JDEAL Ele- 
vator Door Hard- 
ware for safety and 
Positive operation. 




















R-W Industrial 
Door Hangers for 
veriical or horitzon- 
tal doors are univer- 
sally superior. 
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HANDLES, AGRICULTURAL.—Cur- 
rent business very satisfactory. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: 

Hay Fork Handles. — Straight, 
chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX 
4%-ft., $4 doz.; 5-ft., $4.80 doz; X 
4%-ft., $2.40 doz.; 5-ft., $2.80 doz. 

Hay Fork Handles. —Bent, chucked 
and bored, best grade with strap, 
ferrule and cap, 4\%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, with strap, 
ferrule and cap, 4-ft., $5.50 doz.; 4%- 

$5.7 75 doz.; XX bent, 414-ft., $4.50 
doz. »-ft., $5. 50 t, 4%- 
$3 aoe: 5-ft., 
gn Fork Handles. —Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; XX bent, 4-ft., $4.15 doz.; 4i,- 
Eice ‘$4. 40 doz.; X bent, 4-ft., $2.60 
doz.: 4i,-ft., $2. 95 doz. 

Garden Hoe Handies.—XX 4%-ft., 
$3.45 doz.; X 4%-ft., $2.40 doz 

Garden ‘Rake Handles. xX. 51%- ft., 


$5.25 doz.; X 5%-ft., $3.25 doz. 
Shovel Handies._-Regular pattern, 
XX 4%-ft., $5.90 doz.; X 4%-ft., $3.90 
doz.; D-handle, best grade, $7.95 
doz.; X grade, $6 doz. 
Spade Handles.—D- handle, best 
grade, $7.75 doz.; X grade, $6 doz. 
HANDLES, TOOL.— Demand fair; 
prices continue firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Axe WHandies.—No. 1 hickory, $4 


doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. - 

Hatchet and Hammer Handies.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HATCHETS. — Prices recently an- 
nounced are the lowest in several years 
and are stimulating the demand satis- 


factorily. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; Medium quality hatchets, No. 
2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 
doz. 


HINGES.—There has been no change in 
price; very satisfactory business re- 


ported. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.26; 5-in., $1.74; 
6-in., $2.12; 8-in., $3.54; 10-in., $5.43 
per doz. pairs; extra heav y T hinges, 
in bundles, 4-in., $1.90; 5-in., $2.01; 
6-in., $2.52; 8-in., $4.30; 10-in., $6.13 


per doz. pairs. 
ICE CREAM FREEZERS.—Sales show 
an improvement. A few good warm 
days will mean better business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1-qt., 


$4.85 list; 2- -qt., $5.65 list; 3-qt., $6.75 
list; 4-qt., $8.2 5 list; 6-qt., $10.45 list; 
8-qt., $13. 50 list; 10-qt., $18 list; 
12-qt., $21.55 list; 15-qt., $25.60 list; 
20-qt., ee 20 list; 25-qt., $42.60 list; 
Arctic, 1-qt., $4 lis t; 2-qt., $4.60 list; 
3-qt., $5.55 list: 4- qat., $6. 80 list; 6-qt., 
$8. 60 list; 8- =-qt., $11. 10 list. All the 


above less 50 per cent discount. 
LAWN MOWERS AND GRASS 
CATCHERS. — Exceptionally heavy 
sales are reported on lawn mowers, and 
a large number of the dealers have 
gone into the market a second time to 
replenish their stocks, with the result 
that the manufacturers have been 
working to capacity in order to keep 
up with the demand. 

We quote from jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16-in.._ ball bearing, 
5-knife, ll-in. wheels, $13.75 each; 
16-in., ball bearing, 4-knife, 10%-in. 
wheels, $10.95 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $9.50 
each; 16-in. ball bearing, 4- knife, 9- 
in. wheels, $9.50 each; 16-in., plain 


bearing, 4-Knife, 9-in. wheels, $8.10 
each; 16-in. ball bearing, 4- knife, 8- 


stocks, 


in. wheels, $8.60 each; 16-in. plain 
ane 3-knife, 8-in. wheels, $6.40 
each. 
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Grass Catchers.—Galvanized bottom, 
for 14 to 16-inch mowers, full pack- 
ages, $8.80 doz.; galvanized bottom, 
for 18 to 21-inch mowers, full pack- 
ages, $9.60 doz.; plain bottom, canvas, 
for 18 to 21-inch mowers, $7.60 doz.; 
plain bottom, canvas, for 12 to 16- 
inch mowers, $5.90 doz. 


NAILS.—A slight improvement in the 
demand for nails has been noted. The 
reduced prices, no doubt, has had a ten- 
dency to stimulate sales. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.65 per keg base; cement coated, 
$3 per keg base. The extra for 
galvanized nails is now $2.25 for 
l-in.. and longer; $2.50 for shorter 
than 1-in. 


OIL STOVES—Sales continue nated 
active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, $28 
each list; new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner 
$28.50 each list; 4-burner, $35 each 
list; Superfex 2-burner, $36 each list; 
3-burner, $45 each list: 4-burner, 
$58.50 each list. All subject to 30 
per cent discount. Lots of ten or 
more are subject to 30-5 per cent 
discount. 


PAINTS AND OILS.—Prices same as 
reported last week; sales about normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 
as per gal.; 5-barrel lots, $1.03 per 
gal. 

Linseed Oil.—Boiled, barrel lots, 
$1.10 per gal.; 5-barrel lots, $1.05 
per gal. 


Turpentine.—Barrel lots, $1 per gal. 


Denatured Alicohol.—Barrel lots, 
55c. per gal. 
White Lead.—100-lIb. kegs, $15 per 


keg; 50-lb. kegs, $3.95 per keg; 12%- 
lb. kegs, $2.05 per keg. 

Dry Paste.—Barrel lots, 6c per Ib. 

Shellac.—(4-lb. goods) ~~ $3.50 
per gal.; orange, $3.25 per 

English Venetian Red ae a 
$3.50 to $6.75 per 100 Ibs. 


PYREX WARE.—Sales reported fair; 
prices remain unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles.—Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 183, $12 
doz.; No. 184, $14 doz. 


Casseroles.—Oval, No. 193, $12 doz.; 


No. 197, $14 doz. 
Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 doz. 


Tea Pots.—2-cup, $20 doz.; 4-cup, 


$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.: No. 
232, $14 doz. 

ROLLER SKATES.—tThe situation is 
about the same as last reported; sales 
good; prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Chicago, boy’s ball 
bearing, $1.40 per pair; girls’ ball 
bearing, $1.50 per pair. 

ROOFING AND PAPER. — Prices 


slightly reduced on two grades; sales 
active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 


faced prepared roofing, $1.95 per 
square; best tale surfaced, $2.35 per 
square; medium talc surfaced, $1.65 


per square; light talc surfaced, $0.95 
per square; red rosin sheathing, $62 
per ton. 


ROPE.—The market continues firm; 
hay rope in good demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila, standard 
brands, 17% to 19%c per Ib.; No. 2 
Manila, 16% to 18%c per Ib.; No. 1 
sisal, 14% to 16%c per lb.; No. 2 
sisal, 13% to 15%c per Ib. 


SASH CORD.—The market appears 
firm at present prices; sales fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
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$10.75 per doz. hanks; No. 8, $12.30 
per doz. hanks. 

SASH PULLEYS.—Good sales are re- 

ported and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pul- 
leys, 50c doz.; barrels, 54c doz.; Com- 
mon Sense, 2-in., 60c doz.; barrels, 
54c doz.; No. 105, 52c doz.; barrels, 
48c doz. 


SCREEN DOORS.—Demand shows a 
slight improvement. However, weather 
conditions are unfavorable. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Screen Doors.—No. 266, 2-8x6-8, 
$23.15 doz.; No. 296, 2- 8x6- Pe Te 20 
doz.: No. 311, 2-8x6-8, $40 d 


Window Screens.—No. 
doz.; No. 2433, $6.50 doz. 


SCREWS.—No change in price has 
been made; sales reported about nor- 
mal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws; 80 per cent new list; round 
head blued, 78 per cent new list; flat 
head brass, 76 per cent new list: 
round head brass, 74 per cent new 
list; japanned, 74 per cent new list. 


SOLDER AND BABBITT METAL.— 
Sales very good; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted, 50-50 
solder, $31 per 100 1lb.; medium, 45-55 
solder, $30 per 100 Ib.; tinners’, 40- 
60 solder, $29 per 100 Ib.; high speed 


1833, $5.30 


babbitt metal, $20 per 100 
Standard No. 4 babbitt metal, $12 
per 100-Ib. 


STEEL SHEETS. — Demand quiet; 
prices unchanged. It is reported that 
concessions are being offered for large 
orders. 


We quote from jobbers’ 
fo.b. Chicago: 28-gage 
sheets, $5.85 per 100 Ib 
black, $4.70 per 100 Ib. 

WHEELBARRGWS. — Sales in good 
volume; prices considered favorable. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wood bar- 
rows, $3.50 each; common steel tray 
barrows, $4.25 each; steel leg garden 
barrows, $6 each. 


WIRE GOODS.—Improvement in the 
demand for wire goods is noted. New 
prices just issued by the jobbers appear 
attractive. 
We quote 


stocks, 
galvanized 
.; 28-gage 


L from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.55 per 100 lb.; catch weight 
spools galvanized cattle or hog wire, 
$4.22 per 100 lb.; 80-rod spool gal- 
vanized hog wire, $3.65 per spool; 
No. 9 galvanized plain wire, $4.00 
per 100 Ib.; polished fence staples, 
$3. 89 per 100 Ib.; catch weight spools 
painted barb wire, $3.92 per 100 Ib.; 
12-mesh black wire cloth, $2.10 per 
100 sq. ft.; 12-mesh galvanized wire 
cloth, $2. 45 per 100 sq. ft.; 14-mesh 
bronze wire cloth, $6.70 per 100 sq. 
ft.; in 50-ft. rolls, galvanized before 
poultry neeting, 45-10 per cent dis- 
count; galvanized after poultry net- 
ting, 45 per cent discount. 


WRENCHES.—Prices unchanged; de- 
mand steady. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent off list; Coes wrenches, 
40-10 per cent off list; engineers’ 
wrenches, 25 per cent off: knife han- 
dle wrenches, 40-10 per cent off; 
a ee 60-10 per cent off; Trimo, 

0-7% per cent off. 

We quote f.o.b. factory: 


Snap-on Wrenches.—No. 50, radio 
and electrical set, $4; No. 101, Mas- 
ter Service set, $15. +9 fog — 


Heavy Duty set, $8.8 
ible Socket set, 38. 75; No. OBB’ F Shae 
Driver set, $3.40. All Snap-on 
Wrenches less 40 per cent f.o.b. Mil- 
waukee. 

Gellman Polly Wrenches.—No. 
6-in., $10.20 list; No. 91, 9-in., $15; 
No. 121, 12-in., $21 list. Less 40 per 
cent discount f.0.b. Rock Island, Ai. 
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In many places dried-out tape may 
mean serious trouble—a call for the 
electrician, possibly for the fire de- 
partment. 


The remedy is to make tape so it 


will Stay Sticky. 
BULL DOG Tape undergoes severe 


“aging tests.” It is subjected to cer- 
tain degrees of temperature in an 
electric oven and to certain periods 
of time under different atmospheric 
conditions, all carefully observed to 
show exactly how the tape will per- 
form when in use. 

The net result of these tests is to show that 
BULL DOG Tape keeps its wonderful adhesive 
qualities much longer than ordinary commer- 
cial tape. 

Look at any piece of work done several months 
or several years ago with BULL DOG Tape. It 


will be found that under any reasonable condi- 
tions the tape is still alive and doing its duty. 


BULL DOG 


FRICTION TAPE 


Made by 


BOSTON WOVEN HOSE AND RUBBER COMPANY 
CAMBRIDGE, MASS. 
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Demand Quiet in Cleveland Territory. 
—June Sales Increase Expected 


(Cleveland Office of HARDWARE AGE) 


r YHERE has been no marked change in the trading 
status of the Cleveland hardware market. 
ber of orders received would be considered satis- 
factory but for the fact that individual orders are very 
Salesmen report that selling is difficult and that 
dealers are inclined to extremely conservative buying. 
Though buying is tight, the trade is optimistic that 


light. 


AUTO ACCESSORIES AND TIRES.— 
More orders being received, mostly 
small quantities. Retail stocks light, 
but fairly well balanced; weather im- 
provement has helped consumer busi- 
ness; prices generally steady. 

We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 145 
jacks, $4.75; Reliable jacks, No. Il, 
$2.33; No. 2, 3, in lots of 12; Derf 
spark plugs, 96c. each for all sizes in 
lots of less than 50; Champion X 
spark plugs, 45c. each for less than 
100 and 4lc. each for ever 100; Cham- 
pion regular, 53c. each for less than 
100, all sizes, 50c. each for over 100; 
Reliable jacks, No. 00, gli No. 1, 
$1.25; Nos. 2 and 3, $1.75. 


AXES.—Fill-in demand; bulk of fall 
delivery business, written last month: 
price guaranteed until Dec. 31, 1924. 


Jobbers quote f.o.b. Cleveland as 
follows: First grade single bitted 
axes, handled, $19 per doz.; unhan- 
dled, $14.50 per doz.; double bitted, 
handled, $24.50 per doz.; unhandled, 
$20 per doz. 


BINDER TWINE.—Active demand ex- 
pected to exceed supply in summer 
months. Raw material still scarce and 
high priced. Finished product has not 
been advanced, and it is the endeavor of 
producer and distributor to maintain 
present offerings if possible. Stocks 
are fair. ie 
,. Jobbers quote f.o.b. Cleveland: 
Standard, first quality binder 
twine, $5.87% per bale. White sisal 
first quality, binder twine, $5.87%4 


per bale. Second grade, $5. 62% per 
bale. 


BOLTS AND NUTS.—Prices firmer in 
this market; demand fairly active; 
stocks ample; shading practically dis- 
continued. 
Jobbers quote f.o.b. Cleveland: 
Large machine bolts, cut threads, 
60 and 10 per cent off list; small 
rolled threads, 60, 10 and 10 per cent 
off list; 
small, cut threads, 


carriage bolts, large and 
60 and 2% per 
cent off list; stove bolts, 80 per cent 
off list; hot pressed nuts, $4 off list. 
COASTER WAGONS.—This very ac- 
tive line slumped a little with the rainy 
weather ten days ago. The last few 
days have been clear and reports indi- 
cate a resumption of consumer interest 
and buying. Stocks are adequate and 
prices steady. 
Jobbers quote f.o.b. Cleveland: 
Auto-Wheel coasters, rubber tired 
disc wheels: size 12 x 28, * ! = 
14 x 32, $6.43: size 14 x 34, 
size 16 x 38, $7.73; size 18 ; 40, $3. 33 
each. 

Gendron line, high grade rubber 
tires, size 14 x 32, 8-in. roller bear- 
ing disc wheels, $5.70; size 14 x 34, 
10-in. disc wheels, $6. 75; ~ 16 x 
38, 10-in. disc wheels, $7.15; size 18 x 
40, 10-in. disc whee “a 55 each. 

Bowman All-steel line: size 13 x 


The num- 


point. 


32%, No. 100 loose bearings, $4.50 
to $4.15, according to quantity; No. 
200, same with self-contained bear- 
ings, $4.75 to $4.40, according to 
quantity; No. 80, same with spoke 
wheels, steel tires, $4.50 to $4.15, ac- 
cording to quantity, each. 

Sherwood Spring-Coasters, rubber- 
tired, ball bearing disc wheels, size 
14 x 32 x 8, $9.55; size 14 x 34 x 10, 
$10.40; size 16 x 30 x 10, $11.55. These 
are list prices. Cleveland jobbers of- 
fer a discount of 33% per cent. 

American National Line—American 
Boy Red Express Wagon, No. 066, 
$8.65 per doz.; No. 02, $15.80 per doz.; 
No. 4, $32 per ‘doz. Little Toto Coaster 
Wagon, roller bearing, double disc 
wheels, No. 38, $2.20 each: No. 40, 
$3.65 each. American Coaster, roller 
bearing wood wheels, steel tires, No. 
41, $5.40 each: No. 43, $6.40 each. 
National Flyer Coaster, roller bear- 
ing double disc wheels, No. 51, $5.70 
each; No. 53, $6.90 each. 

Janesville Brand, No. 11R, $8.70; 
No. 12R, $7.95; No. 13R, $7.20 each. 


FREEZERS.—Business is opening -on 
freezers; prices unchanged; _ stocks 
ample. Dealers displaying and making 
a few sales. Jobbers report accumu- 
lated business very satisfactory. 


Jobbers quote f.o.b. Cleveland: 

White Mountain Freezers, triple 
action type, 1-qt. size, $2.40 each; 
2-qt. size, $2.80 each; 3-qt. size, $3.35 
each; 4-qt. size, $4.10 each; 6-qt. size, 
$5.20 each; 8-qt. size, $6.75 each. 

Lightning Freezers, double action 
type, 1-qt. size, $2 each; 2-qt. size, 
$2.50 each; 3-qt., size, $2.85 each; 
6-qt. size, $4. 25 each; 8-qt. size, $5.60 
each. 

Auto Vacuum Freezers, 2-qt. size, 
$6 each; 3-qt. size, $8 each; 4-qt. size, 


$19 each. These are list prices sub- 
ject to a discount of 3314 per cent. 
Blizzard Freezers, single action 
type, 1-qt. size, $1.85 each; 2-qt. 
size, $2.20 each; 3-qt. size, $2.60 
each; 4-qt. size, $3.20 each; 6-qt. 


size, $4 each. 
Polar Freezers, 
$12 per doz. 


HAMMERS AND HATCHETS.— 
Cleveland jobbers report reductions in 
these items as follows: Plumb hammers, 
approximately 10 per cent; Plumb 
hatchets, approximately 10-15 per cent; 
Maydole hammers, approximately 15 
per cent; Germantown hammers, 15 per 
cent on some numbers and other num- 
bers very small reductions. In all three 
lines certain numbers have been un- 
changed. The entire list is too long to 
print. 


HANDLES (TOOL: AND AGRICUL- 
TURAL).—tTrade a little heavier, con- 
sistent with better sales for steel goods. 
Most of this business expected next 
month and August. Prices are steady 
and considered satisfactory. 


Jobbers quote f.o.b. Cleveland: 

Axe Handies.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 


all metal, 1-qt. size, 


June will be a good month and that sales will compensate 
for delayed business in spring goods. 
erally comments that prices are high, but there seems to 
be a feeling among all factors that basically present 
quotations will hold for some time. 

Three brands of hammers and hatchets were reduced 10 
to 15 per cent in this market. 


The trade gen- 


Window glass is up one 


Shading in nails, bolts and nuts has ceased. 


special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. per doz.; finest growth 
hickory, $1.50. 

Hay Fork Handles. — Straight, 
nee and bored, scx ft., $4.50; 5 

, $5.50 <a doz. ; 4% ft., $3. 80 
1 doz. ; 414 Pe 2.40 per doz., 
ate © Thee *e4, 65 per doz.; X, 5 ft., 
$2.80 per doz. 
éy! Fork - e 7 keene chucked 

ored, 4% f $7.50 per doz.: 5 
ft., $8.50 per Bw x, bene 4% - 
$4. 30 per doz.; 
per doz.; xX, be 
doz.; 

Manure Fork ae OE i ™ 
$4.75 per doz.; 7" , $5.10 per doz. ; 
4 ft. 4 per doz. ; 


XX, bent, 4% ft.. 
$4.30 per doz.: X bent, 4 at. $2.50 per 
doz.; 4% ft., $2.90 pe r do 

Garden Hoe Handles. Xx 4% ft., 
ag per doz.; X, 4% ft., $2. 40 per 
doz. 


Garden Rake Handles.—xXxX, 6 ft., 
- ~ per doz.: X, 5% ft., $3.25 per 


_ on meee —Regular pattern 
XX, 4 -, $5.90 per doz.; 

$3.75 per vay D handle, best grade, 
$7.95 per doz.; = grade, $6.25 per doz. 


Spade Handles.—D handle, best 
grade, $7.75 per doz.; X grade, $6.25 
per doz. 


NAILS AND WIRE.—Two weeks ago 
jobbers made a 20 cent reduction, base, 
per keg on wire nails. Other wire prod- 
cuts were reduced accordingly. Prices 
are still holding as given, with buying 
fairly steady. 

Cleveland jobbers quote as follows: 
Nails, less than carload lots, stock 
shipments, $3.40 per keg; No. gal- 
vanized wire, $3.75 per 100 Ib.; No. 9 
annealed wire $3.30 per 100 Ib.; and 
cement coated nails, 3. 85 
Polished fence staples, $3. > Pe 100 
lb.; galvanized fence staples, $4.30 per 
100 lb. Miscellaneous nails, 70 per 

$3.50 per 


eae off list. Cut nails, 


eg 
ms Wire brads, 70 and 10 per cent off 


‘Barbed wire, 100 lb. spools, galiv., 
$4.30; Lyman 4 point cattle wire, 80- 
a spools, $3.64; same, hog wire, 

American ’ special, hog wire, 
$2. + Prices on barbed wire are 
base, stock shipments. 


OVENS.—Very active; new prices given 
last week stimulated considerable inter- 
est; stocks satisfactory. 


Cleveland jobbers quote: 
30° S808 ovens, No. 40, $3.35; No 


PAINts AND OILS.— Mixed paint 
business increasing rapidly; prices firm. 
Materials unusually steady in this mar- 
ket. Linseed and turps practically the 
same with unimportant fluctuations day 
to day. 


seabee quote f.o.b. Cleveland: 
tine, in bbls., $1.08%; less 
bis., $1.18% per gal. 
le "st 09; less than 


Linseed oil, x bbls, 
bblis., $1.17. Boiled, 2c. extra per gal. 


Denatured alcohol, 66c. per gal., in 


Bneglish Venetian red, in bbis., 34%4c. 
per 1 in 100-Ib. kegs, 4%c. per Ib. 


Reading matter continued on page 80 
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Demandfor Remington, Cash Registers 


N this enormous factory at capacity today and growing. 
Ilion, N. Y., Remington Cash From coast to coast the 
Registers are produced. It is word hasspread—“TheRem- 
a modern plant—as modern ington is the new and better 
as the Remington Cash Cash Register.” You ought 





Register itself. Working to to see it. 


Akron, Ohio REMINGTON CASH REGISTER CO., Inc. 


Albany, N. Y. Factory and General Sales Office, Ilion, N. Y. 


Atlanta, Ga. Subsidiary of REMINGTON ARMS COMPANY, Inc. 


i a 
— eect Y Makers of Remington Firearms, Ammunition and Cutlery 
a A ibe Cabal In Canada: Remington Cash Register Company of Canada, Ltd. 
eine a Ala. 557 Yonge Street, Toronto, Ont., Canada. 
Boston, Mass. 


Bridgeport, Conn. 





Brooklyn, N. Y. Fargo, N. D. Los Angeles, Calif. Omaha, Nebr. 
Buffalo, N. Y. Fort Worth, Tex. Louisville, Ky. Philadelphia, Pa. 
Charlotte, N. C. Fresno, Calif. Madison, Wis. Pittsburgh, Pa. 
Chicago, Ill. Grand Rapids, Mich. Memphis, Tenn. Portland, Me. 
Cincinnati, Ohio Harrisburg, Pa. Miami, Fla. Portland, Ore. 
Cleveland, Ohio Hartford, Conn. Milwaukee, Wis. Providence, R. I. 
Columbus, Ohio Houston, Tex. Minneapolis, Minn. Reading, Pa. 

Dallas, Tex. Indianapolis, Ind. Nashville, Tenn. Rochester, N. Y. 
Davenport, Ia. Jacksonville, Fla. Newark, N. J. Sacramento, Calif. 
Denver, Colo. Jersey City, N. J. New Orleans, La. Salt Lake City, Utah 
Des Moines, Ia. Kansas City, Mo. New York City San Antonio, Tex. 
Detroit, Mich. Lansing, Mich. Oakland, Calif. San Diego, Calif. 

E. St. Louis, Ill. Little Rock, Ark. Oklahoma City, Okla. San Francisco, Calif. 


Seattle, Wash. 
Sioux City, Ia. 
Spokane, Wash. 
Springfield, Mass. 
Springfield, Ohio 
St. Louis, Mo. 

St. Paul, Minn. 
Syracuse, N. Y. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Trenton, N. J. 
Utica, N. Y. 
Washington, D. C. 
Wheeling, W. Va. 
Wichita, Kan. 
Wilkes-Barre, Pa. 
Wilmington, Del. 
Yonkers, N. Y. 
Youngstown, Ohio 


There is a Remington Cash Register built to fit your business. Get in touch with the Office nearest to 
you, and you will find our representative there willing and glad to make a complete demonstration. 


gn eamemenenememenmnemmnaneeanenenemmnteamennemmmnnemnennnnaennaee 





80 


White lead, in 100-lb. kegs, 15c, per 

; in 50-lb. and 25-lb. kegs, 15\%c. 
per Ib.; in 13%4-lb. ‘kegs, 15c. per Ib.; 
in 500-ib. lots, 10 per cent discounts; 
other prices are net. 


POULTRY NETTING.—Sales slightly 
improved; present business fair; prices 
firm; stocks ample. 
Jobbers quote 
Poultry netting, 
ae cent; f.o.b. 
PYREX OVEN WARE.—Consistent de- 
mand; stocks in good shape; prices 
quoted are guaranteed until June 30, 
1924. 
Jobbers quote f.o.b. Cleveland: 


LIST PRICES.—Subject to discount 
of 33'/4 per cent. 


f.o.b. Cleveland: 
Cleveland stocks, 
Pittsburgh, 45 per 


Casseroles.—Round standard, No. 
167, $1; No. 168, $1.17; No. 169, $1.33; 
No. 170, $1.67 each. 

Bread and Biscuit Pans.—No. 212, 
$1.60; No. 214, $1 each. 

Cake Pans.—No. 231, $0.67; No. 221 
(round), $0.50; No. 809, $0.67 each. 

Pudding Dishes.—No. 450, $0.83; 
No. 463; $0.40; No. 464, $0.57 each. 

Pie Plates.—No. 202, $0.50; No. 203, 
$0.60; No. 209, $0.60 each. 

Custard Dishes. —No. 422, $0.17; No. 
423, $0.13 each. 

Tea Pots.—No. 12, $1.67: No. 14, $2; 
No. 32, $1.67; No. 34, $2; No. 22 , $1.67; 
No. 24, $2 each. 


ROLLER SKATES.—Very active item; 
stocks broken; shipments on replace- 
ments fairly rapid; prices firm. 

Jobbers quote f.o.b. Cleveland: 


Roller Skates, children’s model, 
Union No. 4, $1.55: men’s model, 
Union No. 5, $1.55. Ladies’ model, 
Union No. 6, $1.65. All prices are 
per pair. 

Sidewalk skates, 78c. per pair. 


HARDWARE AGE 


STOVE PIPE AND ELBOWS.—Prices 
are guaranteed until Aug. 1, 1924. Cur- 
rent trade very light. Most of this 
business has been written for late 
August delivery. This includes stove 
boards. 


Jobbers quote f.o.b. Cleveland: 

Stove pipe in crates “ 25 joints, 
Security blued, 28 gage, 3 in., $3.35; 
4 in., $3.50; 5 in., $3.80; 6 in., $4: 
7 in., $4.65. 

Elbows, Security blued, corrugated, 
28 gage, 3 in., $1.15: 4 in., $1.25; 5 in., 
$1.40; 6 in., $1. 55; 7 in., $2. 10, all per 
doz. 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
closed with funnels, $6.50 per doz. 

Stove boards, Crystals, 33 in., $21.25 
per doz.; 30 in., $18 per doz. ; 28 in., 
$15.50 per doz.; 26 in., $13.25 per doz. 

Crystal boards, wood lined, oblong 


shape, 20 x 30 in., $15 per doz.; 24 x 
36 in., $16.65 per doz.; 26 x 32 in., $16 
per doz. 


Crystal boards, paper lined, square 
shape, 24 in., $6.65 per doz.; 26 in., 
$7.25 per doz. : 28 in., $8.10 per doz.; 
30 in., $9.65 per doz. 

Crystal stove boards, paper lined, 
oblong shape, 18 x 30 in., $7.90 per 
doz.; 20 x 30 in., $9.30 per doz.; 24 x 
36 in., $10 per doz.; ; 26 x 30 in., $10. 50 
per doz.: 28 x 24 in., $10.75 per doz, 


WINDOW GLASS (AND ACCES- 
SORIES).—Prices_ stiffer on window 
glass, one point higher; trading very 


active; stocks satisfactory; builders 
buying actively. 
Jobbers quote f.o.b. Cleveland: 


Window glass, first three brackets, 
single A and B, 86 per cent off list: 
over three brackets, same grades, 85 
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per cent off list. Both sizes double 
A and B, 87 per cent off list. 

Lights, single and double, 85 per 
cent off list. 

Single AA paper wrapped, 85 per 
cent off list; double AA paper 
wrapped, 85 per cent off list; lights, 
a paper wrapped, 85 per cent off 

st. 

Putty, pure, in 12% Ib. lots, $6.75 
per cwt.; in 25-lb. kegs, $6 per cwt.; 
in 100-Ib. lots, $5.50 per cwt. Com- 
mercial grade, in 12%4-lb. lots, $4.75 
per cwt.; in 25-Ib. lots, $4.25 per cwt.; 
in 100-Ib. lots, $3.75 per cwt. Glaziers’ 
points range from 20c. to 22c. per lb. 


WIRE CLOTH.—Sales better; stocks 
ample; prices very firm. Dealers re- 
port consumer demand much improved. 
Wholesale orders satisfactory. Warmer 
weather will increase sales. 

Jobbers quote f.o.b. Cleveland: 
ka tg cloth, 12 mesh, $2.10 per 100 


sq. ft. 
Galvanized wire cloth, 12 mesh, 
$2.65 per 100 sq. ft.; same, 14 mesh, 
$3.10 per 100 sq. ft. 
Black wire cloth, 12 mesh, $2.10 per 


100 sq. ft. 
Copper wire cloth, 14 
per 100 sq. ft. 


mesh, $7.25 


Hardware wire cloth, $5.25 per 100 
sq. ft. 
WRENCHES.—Buying active; prices 


firm; stocks adequate; motorist trade 
very good. 


Snap-On Wrenches, No. 101, Master 
Service sets, $15.25 each; No. 202 
Heavy Duty sets, $8.80 each; No. 404 
Flexible Socket sets, $8.75 each; No. 
505B, Screw Driver sets, $3.40 each. 
Less 40 per cent on all snap-on 
wrenches, f.o.b. Milwaukee, Wis. 
Skid chains and cross links quoted at 
%, off list. 


Demand for Seasonal Merchandise 


e 
Improving 
(Minneapolis Office of HARDWARE 
OTH retail and wholesale hardware sales are con- 
sidered as fairly good, although not as active as had 
Sales of automobile supplies and 


accessories remain good and there is a good demand for 
hose, lawn mowers, and similar items. 


been expected. 


garden tools, 


AX ES.—Demand continues fair. 


good. Prices steady. 
We quote from 
f.o.b. Twin Cities: 
base weights, $14; 
base weights, $19. 
BOLTS.—tThere continues to be a fair 
demand for bolts, although not so ac- 
tive as earlier in the year. Stocks are 


good. Prices not very firm. 


Stocks 


stocks, 
AaAXeSs, 
axes, 


jobbers’ 
Single bit 
double bit 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Small and large 
carriage bolts 50-10 per cent; small 


machine bolts 50-10-10 per 
Stove bolts 70 per 
60 per cent from 


and large 
cent from lists. 
cent; lag screws, 
standard lists. 


BRADS.—Sales continue good; 


ample; prices firm. 
We quote from jobbers’ 
f.o.b. Twin Cities: Wire brads in 
lb. boxes, 70-10 per cent. 


BUILDERS’ HARDWARE. 
tinue to be of fairly good volume, al- 
though not up to expectations. There 
is still a good number of building per- 
mits being issued. 

CHURNS. — Fairly steady demand; 
stocks good; prices stationary. 


stocks 


stocks, 
“ir 
ard@= 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel Type 
Churns, 40 per cent from standard 


lists. 
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COASTER WAGONS.—Good retail de- 
mand; jobbers’ stocks low; priceS firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto Wheel coast- 
er wagons No. 60, $5.50 each; No. 61, 
$6.44 each: No. 62, $7.03 each; No. 68, 
$7.72 each: Overland coaster wagons 
3314 per cent from factory lists; all 
steel coaster wagons, 50 per cent 
from list. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Sales in general are 
good, there being about usual demand 
for repair work. Stocks good; prices 


steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 


joint single bead, 5-in., $5.25 per 100 
ft.: 3-in., 28-gage conductor pipe, 
$5.40 per ‘100 ft.: 3-in. conductor el- 
bows, $1.73 per doz. 


FIELD FENCE.—Demand fair; stocks 
ample; prices show no change. 


We quote from 
f.o.b. Twin Cities: 
per cent from lists. 


FILES.—Retail sales continue good; 
stocks good; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files, 
50 per cent; second grade files, 60 per 
cent from standard lists. 


FREEZERS.—With warmer weather 


jobbers’ stocks, 
Field Fence, 56% 


in Twin Cities Section 


Jobbers report that sales are relatively better in the 
smaller towns than 
majority of reports. 

The general impression seems to prevail that retail 
business will be quiet until the uncertainties of the com- 
ing election are over. 


in large cities, according to the 


prevailing there is a better demand for 


freezers. Stocks good; prices un- 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 


and Arctic Freezers, 50 per cent dis- 


count from_ respective lists; Alaska 
Freezers, 20-10 per cent from lists; 


Auto vacuum freezerss 3344 per cent 
from lists. 


GALVANIZED WARE.—Sales in gen- 
eral are good; stocks good; prices firm. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Standard No. 1, 
galvanized tubs, $6.85; No. 2, $7.75; 


No. 3 
No. 1, $12; 


$8.95; heavy galvanized tube. 
No. 2, $13.25; No. 3, $14.50; 
standard galvanized ‘pails, 10-qt., 
$2.55; 12-qt., $2.90; 14-qt., $3.20; 16- 
qt., stock pails, $5; 18-qt., stock pails, 
$5 15 per doz. 


HAMMERS AND HATCHETS.—Sales 
are good; stocks ample; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carpenters’ ham- 
mers, Maydole No. 11%, $13.50; Plumb 
HF81, $12; Riverside 611%, $12; Plumb 
broad hatchets No. 2, $17. 5; Plumb 
a nging No. 2, $13.15; Plumb claw 
No. 2, $14.40 per doz. 


HOSE.—Much better demand for gar- 
den hose; jobbers’ stocks low; prices 
show no change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Garden hose, com- 
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American Steel & Wire Company’s 


AMERICAN WIRE 


NAILS 


' SPIKES, STAPLES, TACKS 
, Perfected shape and 


pointing. True to 
length and gauge. 


HOT GALVANIZED NAILS 
—ZINC COATED 








Showing American Wire Hoops, 





adapted to all slack cooperage. 
Send for Hoop catalogue 


a 


for every 


purpose and 
in every 
The finish 
iii BALE TIES 

STEEL TELEPHONE AND TELEGRAPH 


Post = WIRE MESH REINFORCEMENT 





Built like a rail- 


road _ rail. Re- 
markable stiffness BARBED: 


and durability. 


Has sprung into Ellwood Glidden 7 
arity. “Exten. American Glidden Zine Insulated 
sively advertised. Ellwood Seton FENCES: 
Post oll. ’ Baker Perfect American Royal 
Waukegan a a — 
ee The widest advertised and best 
known. 


Stocked in our warehouses everywhere, affording quick delivery. 
WE STAND BEHIND DEALERS FOR PROMPT QUALITY 
SERVICE. 








Write us. Get our selling plans, literature and advertising matter. 


Chicago New York Boston Cleveland Pittsburgh Denver Dallas 
U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle 
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petition grade, 3-ply, -in., 9c per 
ft.; 5 10%c. per ft.; %-in. molded 
hose, 12c. per ft.; -in. hose is about 
one cent less per ft. 


LANTERNS.—Sales continue at about 
average volume; prices remain un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Dietz tubular lan- 
terns, long or short globe, $13 per 
doz.; Embury lanterns No. 210, $7.75 
per doz.; No. 240, $12.75 per doz.; No. 
= Midget vehicle lanterns, $17 per 
OZ. 


LAWN MOWERS.—Sales have made a 
decided improvement with the warmer 


weather prevailing. Jobbers’ stocks 
small; prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best standard 


grades of lawn mowers, 25 per cent 
from lists; 16-in. ball bearing mowers 
in ordirary grades, $9.00 to $10.50 
each according to quality. 


MILK CANS.—Sales good; prices show 
no change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad milk 
cans, 5-gal., $2.60 each; 8-gal., $3.10 
each; 10-gal., $3.20 each. 


NAILS.—Sales of nails are of good 
volume; stocks good; prices as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hexagon Poultry 
netting, 45-5 per cent from standard 
price lists. 


PAINTS. — Very good demand for 
paints; stocks ample; prices show no 
change. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints, $2.80 per gal.; second grade 


house paints, $2.10 per gal.; best 
white lead, $12.83 per cwt. 


POULTRY NETTING.—Sales of poul- 
try netting good; stocks good; prices 
steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Haxagon Poultry 


a gaa 45-5 per cent from standard 
ists. 


PYREX OVEN WARE.—Sales continue 
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steady and of fair volume; jobbers’ 
stocks good; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Pyrex oven ware, 
No. 101 casseroles, $1.33 each; No. 
197 casseroles, $1.11 each; No. 202 pie 
plates, 50c.; No. 210 pie plates, 67c.; 
No. 212 bread pans, 60c.; No. 231 
utility ns, 67c.; No. 12 tea pots, 
2-cup, $1.61 each; No. 24 tea pots, 
4-cup, $2 each; No. 36 tea pots, 6- 
cup, $2.33 each. 

ROPE.—Sales remain good; jobbers’ 
stocks ample; prices unchanged. 

We quote from jobbers’ stocks 
f.o.b. Twin Cities: Best grades of 
manila rope, 19%c. per lb. Best 
grades of sisal rope, 16%c. per Ib. 

SANDPAPER. — Demand considered 
good; prices show no change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper, per ream, $5.85; second 
grade, No. 1, per ream, $5.25; Garnet 
No. 1, per ream, $16.50. 


SASH CORD.—Sales fairly good, al- 
though not as large as expected; stocks 
ample; prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades No. 8, 
86c. per lb.; ordinary grades No. 8, 
56c. per Ib. 

SASH WEIGHTS.—Demand fairly ac- 
tive; stocks good; prices steady. 
quote from jobbers’ stocks, 


We 
f.o.b. Twin Cities: Sash weights, $2.50 
per cwt. 


SCREWS.—Demand for wood screws 
remains quite active; stocks well as- 
sorted; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
screws, 75-5 por cent; rotund head 
blued screws, 72% per cent; flat head 
japanned, 67% per cent; flat head 
brass screws, 70 per cent; round head 
brass, 67% per cent. 


STEEL SHEETS.—Demand fair; stocks 
good; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28-gage galvanized 
steel sheets, $5.95 per cwt.; 28-gage 
black steel sheets, $5.05 per cwt. 


TIN PLATE.—Fairly active demand; 
stocks good; prices stationary. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Tin paste. Furnace 
Coke, ICL 20 x 28, $14.75 per box; 
Roofing tin, IC 20 x 28, 8-lb. coating, 
$14.25 per box. 


WHEELBARROWS.—All things con- 
sidered sales are good; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood stave bar- 
rows, fully bolted, $37.50 per doz.; 
Tubular steel, No. 1, $6.75 each; wood 
garden barrows, $6.25 each. 


WINDOW SCREENS AND SCREEN 
DOORS.—With warmer weather a bet- 
ter demand is noted; stocks good; 
prices remain unchanged. 


We quote from jobbers’ 
f.o.b Twin Cities; 24-in. Sherwood 
adjustable window screens, $7.40 per 
doz.; 24-in. Wabash extension, $6.50 
pe d 2-8x 


doors, 2-8x6-8, $32.30 per doz. 


WIRE.—Sales not up to expectations, 
but fair; prices stationary; stocks 
good. 


We quote from jobbers’ 
f.o.b. Twin Cities: Barbed wire, 
painted cattle, 80-rod spools, $3.70; 
galvanized cattle, $3.97; painted hog 

re, .96; galvanized hog wire, 
$5.25; smooth black annealed No. 9, 
$4 per cwt.; smooth galvanized an- 
nealed, $4.45 per cwt. 


WIRE CLOTH.—Better demand with 
warmer weather; jobbers’ stocks fairly 
well sold up; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black wire cloth, 
12x12 mesh, $2.20 per 100 sq. ft.; Gal- 
vanized cloth, 12x12 mesh, $2.70 per 
100 sq. ft. 


WRENCHES.—Fairly steady demand 
for wrenches; jobbers’ stocks good; 
prices show no change. 


We quote from jobbers’ stocks, 
f. o. b. Twin Cities: Agricultural 
wrenches, 65 per cent; Coes wrenches, 
40-10 per cent; engineers’ wrenches, 
62% per cent from new lists: knife 
handle wrenches, 40-10 per cent; Still- 
son and Trimo wrenches, 60 per cent. 
Snap-on wrenches in sets, M 
Service No. 101, $15.25; No. 202, $8.80, 
No. 404, $8.75; No. 505B, $3.40, less 40 
per cent, f.o.b. Milwaukee. 


stocks, 


stocks, 








of advertising. 


and retailer). 





those who had not so cashed in. 


Things in this world average. 
insurance actuaries. 





HE day is past when a minister can afford to boast his belief in ethical 
teachings and not put into effect those same teachings himself. And exactly 
the same thing is true of the merchant as regards the well-founded theories 


A certain manufacturer recently checked up on 1800 of his dealers and 
found that those of the latter who had cashed in on the basis of his national 
advertising had sold four times as much of his products, on the average, as 
And another manufacturer found that the 
average of his dealers who themselves advertised were selling nearly seven 
times as much of his goods as the average of those who were not so advertising. 
Otherwise there would be no jobs for 
Not only does the tenure of human life, but human 
nature and people’s ways of thinking and acting and buying are reducible to 
actuarial facts. If advertising is worth while at any point, it is at all. What’s 
sauce for the goose (the manufacturer) is also sauce for the gander (the jobber 
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Standardization 
has done this! 


When the A. A. Hardware Co. took inventory this year it 
found that its stock had doubled in valuation in the last ten 
years, but the inventory record occupied only half as many 
pages. This was because so many items in the stock had 
been standardized. 


One of the most helpful standardizations in the hardware 
trade is the rapidly growing movement to concentrate upon 
a single size water-channel for garden hose. Water fittings 
for house and garage all deliver one size stream. 5” hose 
is the most convenient, efficient and economical size to take 
care of it. 


This standardization helps not only inventory time but 
throughout the year. Confining garden hose stock to one 
size reduces investment, saves room, speeds up turnover and 
insures fresh bright goods in the department all the time. 











MECHANICAL RUBBER GOODS MFRS. DIVISION 
THE RUBBER ASSOCIATION OF AMERICA, Inc. 


Acme Rubber Mfg. Company The B. F. Goodrich Rubber Co. Pioneer Rubber Mills 

Boston Belting Company Goodyear Tire & Rubber Company Quaker City Rubber Company 
Boston Woven Hose & Rubber Co. Hamilton Rubber Mfg. Co. Republic Rubber Company 
Cincinnati Rubber Mfg. Co. Hewitt Rubber Company Thermoid Rubber Company 
Combination Rubber Mfg. Co. Home Rubber Company United States Rubber Company 
Electric Hose & Rubber Co. Murray Rubber Company Voorhees Rubber Mfg. Co. 


Empire Tire & Rubber Corp. New York Belting & Packing Co. 
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Staples Active in New York Big Demand for Mowers 


| As reported last week, lawn mowers 
Wh | | are one of the most active items, and 
O €sa e Market— | jobbers foresee a continuance of the de- 
_mand. Prices are holding, with stocks 

in good supply. 


Prices Firm Jobbers’ quotations to retailers, 


f.o.b. New York 
Lawn Mowers. —Plain bearing, 8-in. 











| ITTLE of outstanding interest occurred in the New York whole- Brive Wheels, 64h. reek, 8 steel knives. 
4 sale market during the past week. Buying continued quiet, but screw adjusting, 12-in., $5.60 each; 
consistent, and no departures from present price levels were reported. a , 3 4 — 16-in., $6.25 each; 
Unfavorable weather is the chief retarding factor and, as one jobber Ball-bearing lawn mowers, self- 
uts it, there’s nothing to do but “sit tight” and “wait for spring. adjusting 8-in. drive wheels, 5%%-in. 
i ag, diameter reel, screw adjusting cut 
: Fy. ; 2 eel. : 
It is generally conceded, however, that should weather conditions im- a bee. $ al ben de, 
prove materially, June and July, normally quiet months, would be each; 14-in., $7.60 each; 16-in., $7.95 
especially active on account of reordering. a bo in., ee each. ul 
. : . eT ee : Ba earing lawn mowers,  self- 
. A few of the jobbers, however, do not incline to so optimistic a point adjusting, 9-in. drive wheels, 5%-in. 
of view and contend that except in the case of a few items, such, for — ets ponte sharpening. knives, 
example, as screen wire, rubber hose, etc., reordering, even in the 18-in.. Soa8 each. 
event ofa real hot spell, will not be sufficiently heavy to offset present Ball-bearing lawn mowers, self- 
quiet conditions. Retailers, it is pointed out, are more interested in “Een tive when, scones, 10¥e-in. 
cleaning out their first stocks than they are in reordering. knives, 6-in. diameter reel, 14-in., 
The demand for general and shelf hardware continues good, and ag Stas TE tg ag By 
during the past week there was an especially active demand for lawn Self-adjusting, ball-bearing aiawn 
. : : : mower, 10%-in. wheels, 6-in. diam- 
mowers, with screen wire and hose coming a close second. eter reel, 5 Shear cutting self-sharp- 
Supplies are adequate on most lines, although shortages continue in ae, By: ghee ee yar a 
respect to some items, notably saws. Collections are reported as | re eee 
being good. | 
Sprinklers in Demand 
. ‘ ° ° Flat head, steel wood = screws, : 
Netting Continues Active | bright, full ‘packages, "75-20-5-5 pet The demand for sprayers and sprin- 
“ ' sein a! | cent. i Sia ieee ea a klers continues good, with stocks ade- 
nterest is apparent in the deman ralva on, 60-20-5-5 per cent. . . 
for Itrv ai d loth, d | Flat head brass, 70-20-5-5 per —— quate and prices holding. 
poultry netting and wire clo an Round head blued, 72%2-20-5-5 per Jobbers’ quotations to retailers, 
continued improvement in buying is | -—— oe a 62%-2 f.o.b. New York: 
predicted by some jobbers. 5.5 for By nickel plated, 62%4-20- Pe agg ggg 0M brass, mae in. in 
; ; > ie sim - a lameter, 59c. each; sprinkler, cres- 
a a to rd retailers, wae head brass, 671%4-20-5-5 per cent «ga Be Me 
Poultry Netting.—From New York Cap screws, 80 per cent, , el all water age ngs RR ee 
Ss ‘5-5 ok eae f.o.b. Pitts- on ee vary in different sections of sides, 81 Ye - in, base, BSc. each: sprink- 
ee oe sina er, in. high, mounted on heavy 
f a ao , quotations, malleable iron sleds, 3 brass arms, 
_ M ew | or 4 . ‘ “ > other parts japanned, $1.38 each; 
per = ... cloth, 12-mesh, $2.30 - gp 20% in. high, 3 brass arms, 
Galvanized wire cloth, 12-mesh, Nail Demand Improving aa $2.33. aD. a 
$2.75 per 100 sq. ft.; 14-mesh, $3.25 ae ' 
per 100 sq. ft. Nail . ith h Sprayer.—Tin, will spray all kinds 
Copper wire cloth, 14-mesh, $7.25 alis, In common wit most other of liquid, capacity 1 pt., length 10 
per 100 sq. ft. staples, are in good demand, and prices len ge ie gee haygpeon Sao 1 at., 
Bronze, 14-mesh, $7.50 to $7.75 per uoted show no departure from prevail- spe > tena lg 
100 sq. ft.; bronze, 16-mesh, $8.95 q Pp p Junior Sprayer. — Galvanized steel 
per 100 sq ft. ing levels. tank, 20 in. long, 7% in. in diameter, 
Wire cloth, galvanized square mesh J ; riveted and soldered, brass pump and 
cloth, %-in. mesh, $5 per 100 sq. ft.; ponere quotations to _ retailers, valve, capacity 4 gal., shoulder strap, 
%-in. mesh, $5.25 per 100 sq. ft.; f.o.b. New York: heavy rubber tube, automatic shut 
%-in. mesh, $5.50 per 100 sq. ft. | Nails.—Wire nails, $4 base per keg. off nozzle, $5.25 each; bucket pump, 
| Cut nails, $4.35 base per keg.» working parts all brass, handle and 
Wire nails and brads in small lots, foot rest malleable iron, equipped 
70-10 per cent off list, in 1-lb. papers. with 3 ft. % in. hose with spray 
2 d Oil P : . | » en pn i 'e0ae ne —— noasie. $3 each; continuous sprayers, 
er i. we % ea, > - per ralvani d, S0c. : . .15 
insee 1 Prices Firm American felt roofing nails, % x me = - on ee ee 
: : ' 10%, plain, $6.50 per case. Galva- 
A fairly active demand is reported. nized, $9.50 per keg. 
Prices are steady and stocks sufficient. I , I 
Jobbers' quotations to retailers, ncreasing nterest 
f.o.b. New York: ° H 
. gy ee of less than G . I ‘ B ] in ose 
™ c. per gal.; in lots of 5 bbl. 
or ype’ 4 og * gal. Calcutta lin- rowinsé nterest in bolts A noticeable improvement in the de- 
~ ty Sopa nn Eg 8 oy a a Interest in this line continues good.| mand for hose is apparent. Prices are 
extra; oil in half bbl., 5c. per gal. Prices are firm, but the rumored ad-/| firm and stocks sufficient for current re- 
extra. vance has not gone into effect as yet. | quirements. 
Supplies sufficient. , Jobbers’ quotations to retailers, 
. . Jobbers’ quotations to retailers, es ee Sener 
Screw Prices Holding f.0.b. New York: _ Garden Hose.—4-ply, 8%c. per ft.; 
Bolts. — Common carriage bolts, 5-ply, 9%c. per ft.; 6-ply, llc. per 
There is a fairly active demand for — 50 per cent; large, 40-10 per I nF ge FB geen gg A 
. ° cent, ’ ° . 
screws, with stocks in good supply and Machine bolts, small, 50 to 50-10 brand, 13%c. per ft. 
prices holding. Fae is ee ae te ee , Mastan=E8c. each; less 5 per cent 
rs, = ; . or oxes 
Jobbers’ quotations to _ retailers, Stove bolts, 75 to 75-5 per cent; 
f.0.b. New York: both flat and round head. wae oe —Brass, %, % and %-in., 
Screws at head, steel machine Sink bolts, 75 to 75-5 per cent. ates ne 
screws, 66%, to 70-5 per cent. Tire bolts, 45 to 50 per cent. Hose Clamps.—Galvanized, %, %® 
Round head, steel machine screws, Step bolts, 33% per cent. and %-in., $2, $2.05, $2.15 respectively 
66% to 75-5 per cent. Serew anchors, 75-10 per cent. per 100; brass, same sizes, $3, $3.10, 
Flat head brass machine screws, Lag screw shields, 80 per cent. $3.20 respectively per 100. 
60 to 60-10-5 per cent. Machine bolt shields, 65 per cent. Hose Menders.—(Cooper’s), % and 
Round head brass machine screws, Prices vary in different sections of %-in., 6c. each; (Perfect Clinch), %, 
60 to 60-10-5 per cent. the city. 5% and %-in., 714c. each. 
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Whitco Makes It Easy and SAFE 


To clean the outside of any casement 
window from the inside of the room. 


, There you have it—that eliminates the 
one drawback to casement windows from 
the woman’s standpoint. 

As the illustration shows, there is a space of 
414" between the sash and the jamb when the 
sash is open at a right angle to the window frame. 
Plenty of room to get at the outside surface for 
cleaning. 

Whitco Hardware takes the place of both butts 
and adjusters. Not only does it make the sash 
self-adjusting, but it holds it in any position 





desired. Wind cannot move it and it cannot 
rattle. 

Whitco Hardware can be applied either to old 
or new sash as no special detail is required. 

No special finish is needed as Whitco Hardware 
is entirely concealed when the sash is closed. 
A set of Whitco Hardware consists of two pieces 
—one for the top and one for the bottom of the 
window. One size fits all sash. May be used 
either right or left hand. 


Whitco Hardware is also ideal for transoms. 


We shall be glad to send full information regarding Whitco Hardware on request. 


Retail price, per set in $ 
Solid Brass ae 2.25 


Western Distributors: 


VINCENT WHITNEY CO. 
~ HARDWARE 365 Market Street 


San Francisco 





CASEMENT 
















We protect you absolutely. SAN FRANCISCO, CAL 


Whitco Hardware is only sold 
through retail dealers in 
builders’ hardware. 






“posses 98.98 


MPANY Eastern Distributors: 
H. E. HOLBROOK CO. 
SPECIALTIES 444-447 Mass. Trust Bldg. 
Boston 


CALEDONIA, N. Y. 


Send all inquiries to nearest Distributor. 
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Fair Interest in Hammers 


A fairly active demand is reported 
for hammers and hatchets. Stocks in 
fair supply. 


atin. eens eye plain face, price per 
$15: size 1, ‘$1. 15; size 

i * $10.50; size 2, 90. 
Nail, adze — bell face, price per 
doz.: Size 11, $11.15; size 11%, $10 .50; 
-. 12, $9. 90; size 13, $9.25; size 14, 


Triple claw, adze eye, bell face, 

price per doz.: Size 11%, $12.50. 
Ripping, adze eye, plain face, price 

per doz.: Size 1, $11.15; size 1%, 


$10.50 

Ripping, adze eye, bell face, price 
per doz.: Size 11, $11.15; size 11%, 
$10.50. 


Farriers, adze eye, octagon pole, 
price per doz.: Size 3, $11.60. 

Farriers, adze eye, round pole, price 
per doz.: Size 0.35. 

Paning, P eel, 
Size 2, $8. 

Soeutien. “tinners' price per doz.: 
Size 2, .45. 

Riveting, plain eye, price per doz.: 
Size 0, $6.95: size 1, eg 6 size 2, 
: eee 3, $8.00; size 4 an 30; size 


price per doz.: 


Hand, engineers’ and blacksmiths’, 
price ber doz.: 1 1. 10 oz., size 0, 
1 Ib., size $10.75; "2 Ib. 10 
0Z., size 2, $11.50; 2 Ib., size 3, $12.30; 
3 Ib. 8 oz., size 4, 13.05. 

Engineers’, double face, price per 
doz.: 2 Ib. 6 oz., size 2, $11.50. 

Machinists’ ball pein, 
doz.: 4 =. size 5-0, $7.50; 6 oz., size 
4-0, $7.50; 8 oz., size 3-0, $7.50; 12 
1 size 2-0, $7.50; 3 JIb., size 0, zee 85; 

Ib.., size 1, $8.4 1 _ size 2, 
$8:10: 1% lb., size 3 "$9. 0; i size 

, $10. 35; 21% Ib., size 6, $11. 

Machinists’ cross pein, price wr 
doz.: Size 2, $10.60; size 4, $12.0 


—<y ~y 4 straight pein, tee per 
doz.: Size 2, $10.60; size 4, $12.00. 


Brick, plain eye, price per doz.: 
Size 1, 0.7 


Prospecting pick, -price per doz.: 
Size 1, $16. 


Fancy -ndll Nail Hammers.—Oc- 


price per 


tagon neck, octagon face, price per’ 


doz.: Size 1, $13.75; size 1%, $13.15; 


size 2, $12.50 

Octagon neck, oegee face, nickel 
plated, price per doz. 
size 1%, $15.75; size 2, $15.15 
Hatchets. — Shingling, seco per 
doz.: Size 1, $10.50; size 2, $11.20. 
Rn » price per doz.: a 1, $11.20; 
size 2, $11.85; size 3, $12. 


bw ng, price — — Size 1, 
$10.50; size 2, $11. “ 

Claw, pases per “ag Size 1, $11.85; 
size 2, $12.5 

Broad, — per doz.: Size 1, $12.50; 
size 2, $14. 45; size 3, $16.45; size 4, 


$18.40; size 5, $20.40. 

Dopble bevel broad, price per doz.: 
Size 1, $12.50; =. 2, $14.45; size 3, 
oe = 4, $18.4 

£. price per doz.: Size 1, 
$12.8 60; vale 2, $14.4 


price per doz.: Size 0, 
$1125. 4 1, $11 
Produce, price ot doz.: $11.25. 


Fancy Pattern WHatchets. — Box, 
price per doz.: 12 oz., $19.10; 16 oz., 
$19.70; 17 oz., 0.30. 


Shingling, adze yo a pole, price 
per doz.: Size 1, $17 

Half, adze eye, bell a pn per 
doz.: Size 1, $17.75; size 2, $18. 


Lathing, adze eye, a pole, iii 
per doz.: Size 1, $17. 

Lathing, Underhill “pattern, price 
per doz., $19.70 and $20. 

Expert shinglers, with aes price 
per doz.: Size 1, $21.60. 

Expert price per doz.: 


lathers, 
Size 1, $20.30. 

Rig builders. price per doz.: Size 
2, $16.25; sizé 3, $17.40: size 3, $16.25. 

Car builders, plain head, ye per 
doz.: Size 2, $13.75; size $15. 

Car builders. scored at price ‘per 
doz.: Size $14.70; size 3, $15.9 

Half, ae... nen. price. ‘per 
doz.: Size 2, $13.7 

Half, octagon ie nickel plated, 
price per doz.: Size 2, 40. 


: Size " $16.40; 
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Continued Interest 
in Braces 


The demand for braces continues 
good, with stocks adequate and prices 
steady. 


Jobbers’ quotations 
f.o.b. New York: 

Millers Falls ratchet braces, No. 
32, $3.14 each; No. 9545, 10 in., $2 
each; No. 322, $2.59 each; No. 915, 
10 in., $2.50 each; No. 722, $3.47 each. 


to retailers, 


Screwdrivers Active 


There has been no abatement in the 
demand for screwdrivers. Prices are 
firm and stocks sufficient. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 
Yankee screwdriver, Standard 


style, No. 3, $2.75 per doz.; No. 4, 
$3.25 per doz.: No. 5, $4 per doz., 
and No. 6, $4. 65 per doz. 
Cabinet ar +g No. 95, 3% in., $2.75 
per _ doz. ; in., $3. 20 per doz.; 
o™% in., $3. 55 and 6% in. $4 per doz. 


Satisfactory Interest 
in Hand Drills 


A fairly active demand for hand 
drills is reported by local jobbers, with 
prices firm and stocks sufficient. 


Jebbers’ quotations to retailers, 
f.o.b. New York: 

Millers Falls No. 1, 12% in. long, 
$2.80 each: No. 3, 11 in. long, $2.30 
each; No. 5, 12% in. long, $2.48; No. 
1430, 10% in., $3.50 each; No. 1530, 
10% in., $4.65. 


tinues fairly active, 
firm. 
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Tool Handles Moving 


There is a fairly active demand for 
tool handles, particularly from out of 
town buyers. 


Prices continue steady. 


Jobbers’ cree to retailers, 
f.o.b. New Yor 

Tool Handles (Agricultural) -—Hay 
fork handles, bent, 5-ft., 33c. each; 
6-ft., 5l1c. each. 

Manure fork handles, bent, 4%4-ft., 
29c. each. 

Spading fork handle, 4%-ft., 36c. 
eacn. 
Hoe handle, shank or socket style, 


41%4-ft., 22c. each. Mortar style, 6-ft., 
15c. each. 

Long shovel handle, bent, 4%%-ft.. 
27c. each. 


ane spade handle, 4%-ft., 37c. 


Bent D handle, manure fork style, 
46c. each. Spading fork style, 46c. 
each. Shovel style, 50c. each. Spade 
style, 50c. eac 

Malleable D ‘fork handle, manure 
fork style, with strap ferrule and 
cap, 58c. each. Spading fork style, 
40c. each. 

Spading style, with strap ferrule 
and cap, 63c. each. 


Consistent Demand 


for Rope 


The rope and sash cord market con- 
with prices fairly 


Towers quotations to retailers, 
f.o.b. New York: 

Rope. — First grade Manila rope, 
1814c. base per lb.; hardware grade, 
16%c. base per Ib.; first grade sisal, 
15%c. base per Ib., second grade sisal, 
14%c. base per Ib. 








As a result of the prospect of more 
favorable weather conditions, some 
jobbers report considerable in the de- 
mand for steel goods. 


Jobbers’ quotations 
f.o.b. New York: 

Manure Forks.—Drop ferrule, oval 
drop-forged tines, selected D ash 
handle, 4 12-in. tines; $1.58 each; 
5 18-in. tines, $1.75 each; 6 13-in. 
tines, $2.05 each; 5 13-in. tines, 4-ft. 
handle, $1.50 each; 6 13-in. tines, 4-ft. 
handle, $1.70 each. (Lots of six, 5 


per cent off.) 


Hay Forks.—3 oval 12-in. drop- 
forged tines, bronzed and polished, 
select ash handle, strapped ferrule, 
5-ft. bent handle, $1.12 each; 6-ft. 
bent handle, $1.35 each. (Lots of six, 
5 per cent off.) 

Spading Forks.—Malleable D han- 
den, strapped ferrule, angular drop- 
forged tines, 4 tines, 76c. each; spad- 
ing forks, wood D ‘handle, strapped 
ferrule, 4 heavy tines, $1.64 each; 
5 heavy tines, $2.08 each. 


Wooden Rakes.—Wooden hay rake, 

12 teeth, two bows, 40c. each: same 

with three aluminum steel bows, 14 
teeth, varnished head, 63c.° each. 

Lawn Rakes.—Three wood bows, 

24 teeth, 55c. each: same with 3 

aluminum steel bows, 24 teeth, 72c. 


to retailers, 





each. 
Ladies’ Lawn Rake.—Two wood 
bows, 18 teeth, varnished head, 5- 


ft. handle, 50c. each. 


Wire Lawn Rake.—24 wire teeth, 
20-in. head, malleable socket, se- 
curely fastened to head, pinned teeth 
and head, 55c. each. 

Genuine Yamada lawn rake, 95c. 
each. 


Steel Rakes.—Medium steel garden 
rakes, bronze finish, straight teeth; 
5%-ft. ash handle, ~ teeth, 77c. each; 
14 teeth, 8lc. each; 16 te eth, 89c. 





each. Malleable, 12 teeth, 32c. "each: 
14 _— 36c. each: 16 teeth, 40c. 
each. 


Reading matter continued on page 88 





WARMER WEATHER HELPS STEEL GOODS SALES 


Garden WHoes.—7-in. steel blades, 
black finish, 444-ft., ash handle, solid 
shank, 36c. each; 7-in. blade, bronze 
finish, 7lc. each; 6-in. blade, bronze 
finish, 77c. each. Mortar hoe, forged 
steel blade, bronze finish, solid shank, 
6-ft. ash handle, 9-in. blade, 95c. 
each. (Lots of six, 5 per cent off.) 


Trowels.—Garden trowels, 6-in. 
blued steel blades, black-enameled 
handle, riveted tang, 7c. each; heavy 
solid steel 6-in. blade, half polished, 
riveted shank, hardwood handle, 10c. 
each; 1-piece socket, 6-in. forged 
steel blades, polished and enameled 
red, length over all, 13% in., 29c. 
each. All steel trowel, 17c. "each. 
Socket pattern solid forged one-piece 
blade and socket, wood-grip handle, 
60c. each. 


Hand gee Fe poms — Three heavy 
flat tines, ish and japanned, 
black- enameled ee 10 in. over 
all, 10c. each; 4%-in., malleable tines, 
half polished, brass ferrule, polished 
handle, 10%c. each. 

Lawn Weeder.—3 steel spring tines, 
tinned, black-enameled handle, 10c. 
each: 4 steel tines, 42-in. handle, 
44c. each. 


Weeding WHooks.—Malleable iron, 


tinned, 8%c. each; Magic weeder, 
three’ steel spring tines, tinned, 
black-enameled handle, 10c. each. 


Same with 42-in. handle, four steel 
tines, tinned, 44c. each 


Grass Hooks.—Tempered steel 
blade, black-enameled handle, 25c. 
each; same, forged from bar tool 
steel, raised hardware handle, 43c. 
each; same high quality steel, ribbed 
back, polished edge, 35c. each: same, 
tempered steel blade, 46c. each: En- 
glish grass hooks, 54e. to 57c. each. 

Hedge Shears.—Plain, 6%4-in., 8-in., 
9-in., $1.05, $1.80, $1.95 each respec- 
tively, Notched, 8, 9 and 10-in., $1.95, 
$2.10 and $2.30 each respectively. 

Border Shears.—With wheel, 9-in., 
$3.45 a pair; without wheel, $2.85 per 
pair. Lawn shears, two wheels, 9-in., 
$3.60 pair. Disston utility pruner, 
$1.55 pair. 
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Over 4,000,000 are 
told every month 


Hundreds of these readers 
are your customers. Each 
day more of them are con- 
vinced they can’t afford not 
to have good hardware. 
When they build, they will 
expect you — the Corbin 
dealer—to sell them good 
hardware. Can you afford 
to disappoint them? 
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Good Buildings Deserve 


Good Hardware 
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You can’t afford not to have 


Good Hardware 


F you have to “cut the corners” when you build, don’t make the ’ 
mistake of skimping on the hardware—it never pays. And you 
don’t need to, anyway. Here are two things you can do to 

hold down the cost and still have good hardware and lifelong 
satisfaction in it: : 


1. How many inside doors really need locks with keys? Those to 
a closet or two, and the bathrooms. But why-put unnecessary 

_locks on the other dozen or fifteen doors, when a knob and latch 
is sufficient? Here is asaving. 


2. If your doors are to be painted, you will realize a second big 
saving by using Corbin cast iron butts or hinges on interior doors. 
They last almost forever, lubricate themselves, and are entirely 
satisfactory if kept painted. Of course, if you can afford it, you 
will want to use Corbin cast brass or bronze butts throughout the 
house. But, whatever your choice, use three to a door, and your 
doors will always swing and close as they should. 


& 
Good hardware speaks the language of quality—and acts it, as long 
as the building stands. Every architect and every contractor will 
tell you that good buildings deserve good hardware, and that such 


hardware is Corbin. 
We have a booklet ‘Good Buildings Deserve Good Hardware,” which will interest vou 


"if you are planning to build; also a pamphlet on Corbin Cast Iron Butts. Write for them. 


SINCE NEW BRITAIN 


Pr. & F. CORBI * 149 = CONNECTICUT 


The American Hardware Corpovation, Successor 
- NEW YORK CHICAGO PHILADELPHIA 
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You can’t afford 
not to sell 


Good Hardware 


Allowing your customers to 
“cut the corners” by skimp- 
ing on the hardware may 
save them money today, but 
cost you their friendship 
tomorrow. 


There are several ways of 
“saving on the hardware” 
without sacrificingyour repu- 
tation and your customers’ 
comfort. Two suggestions 
are made in this advertise- 
ment. Advise their use if 
necessary but keep this in 


‘mind: 


GOOD customers de- 
serve GOOD advice as 
much as GOOD build- 
ings deserve GOOD 
hardware — Corbin. 


* 

















HESE responsible 
houses are all handling 
Ace products. Ask your 
jobber about the Ace Knife 
Sharpener and the Ace 
Potato Creamer, or if he is 


‘not listed below, write direct 


for samples and sales helps. 


PENNSYLVANIA 
Supplee-Biddle Hardware Co., Philadelphia 
Seltzer-Klahr Hardware Co., Inc., Philadelphia 
F. Hersh Hardware Co., Allentown 
Reilly Bros. & Raub, Lancaster 


Lewis & Bennett Hardware Co., Wilkes-Barre 
White Hardware Co., Wilkes-Barre 
NEW YORK 


Burger & Baumgard, Inc., New York City 
Weed & Company, Buffalo 

Weed & Company, Rochester 

J. M. Warren & Co., Troy 

Roberts Hardware Co., Utica 

Treman, King & Co. Ithaca 

A. H. Marshall Co., Plattsburg 

George W. Peck Co., Elmira 


Babcock, Hinds & Underwood, Inc., Bing- 


hamton 
ILLINOIS 
Hibbard, Spencer, Bartlett & Co., Chicago 
Morehouse, Wells & Co., Decatur 


TEXAS 
Huey & Philp Hardware Co., Dallas 
Hooker Hardware Co., Dallas 
Morony Hardware Co., Dallas 
Walter Tips Co., Austin 
Veihl-Crawford Hardware Co., Fort Worth 
Wm. Basse Hardware Co., San Antonio 
Roberts, Sanford & Taylor Co., Sherman 
McLendon Hardware Co., Waco 
Cullum & Boren Co., Dallas 
KENTUCKY 
Belknap Hardware & Mfg. Co., Louisville 
GEORGIA 
Crumley-Sharp Hardware Co., Atlanta 
King Hardware Co., Atlanta 
Peeples Hardware Co., Savannah 
Rome Hardware Co., Rome 
MASSACHUSETTS 
Duncan- ee Co., ey ng 
Bigelow & Dowse Co., on 
Fitchburg Hardware Co., . oo 
WASHINGTON 
General Importing Co., Seattle 
MINNESOTA 
Hackett-Gates-Hurty Co., St. Paul 
MONTANA 
A. M. Holter Hardware Co., Helena 
MISSOURI 
Shapleigh Hardware Co., St. Louis 
Wyeth Hardware & Mfg. Co., St. Joseph 
MISSISSIPPI 
Henderson-Baird Herdware Co., Greenwood 
VIRGINIA 
W. S. Donnan Hardware Co., Richmond 
WEST VIRGINIA 
Sterling Hardware Co., Bluefield 
Greer & Laing, Wheeling 
NORTH CAROLINA 
Jacobi Hardware Co., Wilmington 
SOUTH CAROLINA 
Sullivan Hardware Co., Anderson 


MARYLAND 
Carlin & Fulton, Baltimore 

CALIFORNIA 
N. D. Towne, San Francisco 

OKLAHOMA 


- -~e & Conover Hardware Co., Oklahoma 
‘ ty 


Ace Hardware Mfg. Corp. 
Philade!phia 


Chicago San Francisco 
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Shelf Hardware Sales Grow 
in New England— 


Prices Firm 


(Boston office of HARDWARE AGE) 


ducive to the sale of seasonable merchandise, consequently shelf 


\ ' 7EATHER conditions in New England the past week were more con- 


hardware jobbers report quite an improvement in business. Heavy 
hardware jobbers report business just about holding its own, with individual 
buying still of a hand-to-mouth character. Mill supply jobbers averaged 
perhaps a third less business in May than in April. In making a comparison 
of mill supply business in May this and last year it is only fair to call at- 
tention to the fact that May, 1923, probably was one of the most active 
months in the history of the local jobbing trade. On the other hand, there 
has been a sufficient setback in the mill supply business since April 1 to 
bring about a reduction in the number of employees of some Boston whole- 
sale firms. Further reductions are in the making unless business improve, 


say jobbers. 


Fundamental conditions are healthy notwithstanding the recession in 
hardware consumption. Manufacturers, wholesale houses and retail deal- 
ers, generally, are carrying small stocks. Inventories balance well with 
current sales in all instances. Hardware values, as a rule, hold steady, 
changes in staple lines being remarkably few and far between. There is 
comparatively little price cutting going on in the jobbing field, consequently 
a profit in doing business. The retail dealer is making money on merchan- 


dise sold. 


AUTOMOBILE ACCESSORIES.—As is 
to be expected, automobile accessories 
are selling well. Registration of auto- 
mobiles in New England this year has 
broken all previous records. People are 
dolling up their old cars with all kinds 


of accessories. 

We quote from Boston jobbers’ 
stocks: 

Automobile Accessories.—Apco line, 
steering wheel puller, $2.25 each, net; 
connecting rod wrench, 38c.; rear 
wheel puller, $2.25; horn button, 57c.; 
rear wheel brake, $9.38; glass oil 
gage, 30c.; ratchet wrench, $2.25; 
windshield wiper, $3.75; crankcase 
arm, 48c., and battery charger, $13.50. 

Springs.— Vulcan line, all makes, 35 
per cent discount; Ford sizes, 7-leaf 
front, No. 2000, $1.2 net: 9 leaf 
front, No. 2004, $2; 9 Jeaf rear, No. 
2009, $4.25. 

Pressure Gages.—Balloon tire, in 
lots of less than ten, $1.13 each: in 
packages of ten, $1. 08 each. 

Oils and Greases.—Mobiloil/ cylin- 
der, A. E. and Arctic. one-gal., $1.25 
per gal.; five gallons, $1.08% per gal.; 
30 gallons, $1 per gal.; 55 gallons, 95c. 
per gal.; Cylinder, B, 1-gallon, $1.30; 
5 gallons, $1.13% per gal.; 30 gallons, 
$1.05 per gal. Transmission oa to 
$1.05 per gal. Transmission grease, 
CC, 5-pound lots, 20%c. per Ilb.; lu- 
bricant grease, in 5-pound lots, $11. 50 
per case of 12; in 1-pound packages, 
$10 per case of 48. Discount 25 per 
cent. 

Tires.—Hartford line, cord, 30 x 
31%4-in., $9.95 each; 30 x 3%-in. ex- 
tra, $11.40. Straight “ve tires, 30 
x 3%-in., $11.60: 3 4-in., $14. 40; 


34 x 4\%-in., $22: 35 x oo $22.60; 
36 x 6%-in., Pan 15; 33 x 5-in., $26.10; 
35 x 5-in., $27.40 

Richland Line.-~Oversized cord, 
clincher, 30 x 3%4-in., $10.50; straight- 
side tires, 30 x 3%-in., $11.50; 32 x 


33 x 5-in., $29. 90: 35 x 5-in., 
37 x 5-in., $33.15. Truck tires, 32 x 
414-in., $30. 90 each. 
BARBED WIRE.—Jobbers have revised 
downward their store prices on barbed 
wire to correspond with the recent re- 


duction of 10 per cent in mill quota- 
tions. 


We quote from Boston jobbers’ 
stocks: 

Barbed Wire.—From store, galvan- 
ized, Waukegan, 80-rod reels, com- 
mon, $4.30 per reel: two-ply, $3. 72 per 
reel; catch- weights Ss, common, $5.10 
per 100-lb.; two-ply, ‘ 

From the mill, f.o.b. Pittsburgh, 
galvanized catch- ‘weight, in car lots, 
$3.80 per 100-lb.; in less than car lots, 
$4.05, two-ply is quoted the same; 80- 
rod reels, galvanized four-point in 
car lots, $3.22 per reel; in less than 
car lots, $3.47; Lyman, four-point, in 
a lots, $3.32; in less than car lots, 

3.57; two-ply, twisted, in car lots, 
+5 76: in less than car lots, $3.01 

BARROWS.—Garden barrows continue 
to move out of wholesale stocks, but in 
a small way. Jobbers’ stocks never- 
theless are cleaning up better than an- 
ticipated a month ago. 

We quote from Boston jobbers’ 
stocks: 

Barrows.—Garden No. 4 eel 
wheel, $6 net each; wood wheel, sh. 35 : 
No. 5 steel wheel, $6.60; wood ‘wheel, 

6.75. F.o.b. factory, No. 4 steel 


$ 
wheel, $5.75; wood wheel, $6; No. 5, 
steel wheel, "$6. 25; wood wheel, $6.50. 


RATTERIES.—Good sales of batteries 
are reported by both retail and whole- 
sale firm. In fact, most everybody says 
sales are well in excess of all previous 
records. 


We quote from Boston jobbers’ 
stocks: 

Batteries.—Columbia line, ignitor, 
in lots of 50, $30,22 net; per 100, in 
lots of less than 50, $35.22. Hot Shot, 
No. 1461-M, in less than barrel lots, 
$1.76 each; in barrel lots, $1.66; No. 
1562-M, in less than barrel lots, $2.08; 
barrel lots, $1.98; No. 1662-M, in less 
$0.34 barrel lots, $2.44; barrel lots, 





BOTTLES.—A normal business in va- 
cuum bottles is reported in certain sec- 
tions. Collectively sales in this terri- 
tory so far this year are behind those of 
1923. 


We quote from Boston jobbers’ 
stocks: 

Bottles.—Vacuum, Landers, Frary 
& Clark line, No. 21, $1.75 each list; 
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No. 22, $2.75; No. 70, $1.85; No. 71, 
ny 95; No. 72, $2.95; No. 81, $2.75; No. 
$4; No. 191, $2. 35; No. 192, $3.60. 
a 25 and 10 ‘per cent. 
Fillers.—No. 00, 90c. each list; No. 
1, $1: No. 2, $1.60. Discount 25 and 
10 per cent. 


BRUSHES.—tThanks to more season- 
able weather retail sales of brushes 
have speeded up, and it has been nec- 
essary to reorder in some cases. 


We quote from Boston jobbers’ 
stocks: 


Brushes.—Paint, wall, $5 to $60 per 
doz., net; varnish, $3.50 to $25; calci- 
mine, $10.50 to $90; whitewash, $3.50 
to $130. 

CARPENTERS’ TOOLS.—Carpenters’ 
tools are going fairly well. Retail deal- 
ers as a rule are carrying well assorted 
stocks, but not excessive ones. Prices 
are steady and unchanged. 


CLIPPERS.—The movement of clippers 
out of retail stocks is improving, but 
nevertheless is not up to expectations. 
Several days of real hot weather are 
needed to boost sales. 


We quote from Boston jobbers’ 
stocks: 

Toilet Clippers.—Khedive, 90rc. each; 
Plymouth, No. 00, $1.10; No. 0, $1.20; 
Mayflower, No. 00, $1.25: 
Success, No. 1, $1. 50; 
No. 00, $1.88; Capital, 
No. 00, $2.60. 

Stewart No. 1 Ball Bearing Clipping 
Machine $12.75; o. 360, Top Plate, 
$1.25; No. 361 Bottom Plate, $1.75. 
Discount, 3344 per cent. 

Stewart Plectric Clipping Machine, 
all standard voltages, hanging type, 
$80 f.o.b. Chicago: pedestal type, $85 
f.o.b. Chicago. Discount, 25 per cent. 


CLOCKS.—People opening summer 
homes have found it necessary to invest 
in clocks, as is attested by reports of 
better business by the retail hardware 
trade. 

We quote from Boston jobbers’ 


No. 1, $2. 35: 


stocks: 
Western Line.—Sleepmeter, $1.30 
each; in dozen lots, 


$1.26 each; in 
case (forty-eight) th. 
Jack-O-Lantern, $1.95 each; 
lots, $1.90 each; in case lots, $1.84; 
radiolite, $1.95 each; in dozen lots, 
$1.90 each; in case lots, $1.84 each. 
Big Ben, $2.28 each; in dozen lots, 
$2.21 each; in case (twenty-four) lots, 
$2.14 each. Baby Ben, $2.28 each; in 
dozen lots, $2.21 each; in case lots, 
$2.14 each’ Bluebird, $1.14 each; in 
dozen lots, $1.10 each; in case lots, 


$1.07 each. Blackbird, $1.62 each; in 
dozen lots, $1.58 each; in case lots, 
$1.43 each. 


Waterbury Line.—Thrift, in case 
lots, 90c. each; in lots of a dozen, 
95c. each; in less than a dozen lots, 
98c. each. Relay, in case lots, $2.14 
each; in less than case lots, $2.26 


each. 

Gilbert Line.—Tornado, in case lots, 
$1 aa in less than case lots, $1.05 
each. 


CULTIVATORS.—More cultivators are 
selling in a retail way, yet the whole- 
sale market remains quiet. 


We quote from Boston jobbers’ 
stocks: 

Cultivators.—Midget, $3.45 per 
dozen; three-prong cultivators, $6.65; 
five-prong, $8.85. All prices net. 
American Fork & Hoe Co., No. G2, 
$5; Leader, No. 2, $3. 


FREEZERS.—Apparently there is not 
much lifé to the ice cream freezer mar- 
ket. At least reports obtained in local 
wholesale circles suggest this to be 
true. 


We quote from Boston jobbers’ 
stocks: 

Freezers.—White 1-qt., 
$4.85 list: “at. 


Mountain, 


$33.20; 25-qt., $42.60 


Arctic, i-qt., $4 list; 2-qt. $4.60; 
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3-qt., $5.55; 4-qt., $6.80: 6-qt., $8.66; 
8-qt., $11.10; 10-qt., $14.80; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 

Jobbers’ discount, 50 per cent from 
store or factory. 

Alaska, 1-qt., $2.95 list; 2-qt., 
7 qt., $4, 10; 4- qt., $5; 6-qt., $6.30; 
8-qt., $8.20; 10-qt., $10.75; 12-qt., $14; 
15- -at., $17. Discount, 20 jand 10 per 
cent. Alaska special, 2-qt., only, 
$2.25 less one-third off. 

Auto Vacuum, 1-qt., $5 list; 2-qt., 
$6; 3-qt., $8; 4-qt., $10. Discount, 
33%, per cent. 


FRUIT PICKERS.—Forward bookings 
of fruit pickers are more satisfactory 
say jobbers. According to Government 
reports it will be a big fruit year in 
New England and this fact should 
stimulate picker sales. 


$3.45; 


We quote from Boston jobbers’ 
stocks: 
Fruit Pickers.—Peerless, No. 29, 


without wire-wound socket, $5.50 per 
doz. net; Perfect, No. 327, $5.50. 


HANGERS.—Hangers’- continue’ to 
move in good volume because of the 
continued activity in the building trade. 
Jobbers’ stocks are getting down to 
small proportions. 


We quote from 
stocks: 

Hangers.—Timber or joist, No. 300, 
for 2 x 6-in. timber, 18c. each, net; 
No. 301, for 2 x 8-in. timber, 200. 
each, net; No. 302, for 2 x 10-in. tim- Pe 
ber, 28c. each, net; No. 403, for 2 x 
12-in. timber 56c. each, net; No. 213, 
for 3 x 8-in. timber, 23c. each net; 
No. 214, for 3 x 10-in. timber, 3lc. 
each, net; No. 315, for 3 x 12-in. tim- 
ber, 60c. each, net; No. 319, for 4 x 
8-in. timber, 36c. each, net; No. 320, 
for 4 x 10-in. timber, 46c. each, net; 
No. 321, for 4 x 12-in. timber, 64c. 
each, net. 


HOSE.—Rubber hose is selling better, 
but the market is by no means active. 
Retail stocks are small. 


We quote from Boston jobbers’ 
stocks: 

Rubber Hose. — %-in., in 50-ft. 
lengths, Commercial, 8c. per ft. net; 
Pointer, 8%4c.;: Leader, 914¢c.; 
(wire wound), 10¢c. ; Good Luck. lic.; 

m., 10%c.; Milo, 12%c.; Bull Dog. 


Boston jobbers’ 


13%c. For 25-ft. lengths and le. 
per foot. 
IRON AND STEEL.—Aggregate 


weekly sales as reported by jobbers are 
quite satisfactory, but individual orders 
call for small amounts of stocks. Con- 
sumers evidently are still expecting 
lower prices on iron and steel. 

— quote from Boston jobbers’ 


stocks: 

Steel.—Soft steel bars, $3.51% per 
100 Ib.; flats, $4.40: plain, round and 
square concrete bars, $3.76%; de- 
formed bars, 76%: structurals, 
angles, channels, beams, $3.61%; tire 
steel $4.80 to $5.15; open- -hearth 
spring steel, $5 to $8: crucible spring 


cold rolled steel. 
$4.85; toe calk steel, .$6.15; 
$3.61%4 to $3.86%. 


We quote from Boston jobbers’ 
stocks: 

lron.—Refined bars, $3. 51% per 100 
Ib.: best refined bars, $4.75: Wayne, 
$5. 50: Norway, $6.60 ps $7.10. 

Differentials.—Quantity, lots, of 
less than 1000 Ib. of a size, 50c. per 
100 Ib. extra; lots of 1000 to 1999 tb. 
20c. extra. 


LATCHES.—The market for latches, 
which a month or two ago was active, 
is less so. Some of the manufacturers 
of such merchandise are operating 
plants on reduced schedules as a result. 


We quote 
stocks: 

Rim “a ‘| o & Towne Mfg. 
Co. line, No. $3.10 each list: No. 
042, $2. 33: No. “36, $2; No. 0343, $2.33. 
Discount 20 and 5 per cent. 


plates, 


from Boston jobbers’ 
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DULUTH 





From Oregon 
to New York! 


From Oregon to New York, 
profits are bigger because of 
Duluth equipment and store 
service. 


Thousands of hardware stores 
are now doubling their profits 
with Duluth equipment—yet 
without adding a penny to 
their inventory or payroll. 
You can, too! 


Duluth equipment is your best 
salesman. It sells the steady 
profit-makers while you’re 
busy pushing specialties! 


We couldn’t begin to tell you 
in this space all that you’ll be 
interested in knowing about 
Duluth store equipment. 
That’s why we offer to send 
you free a copy of “Showing 
Is Selling’—the book that 
tells how to sell more tools, 
how to arrange your stock to 
make more unexpected sales, 
how to sell good brushes with 
every sale of paint. Write 
for your copy today! Ask for 
catalog 19, too. 


DULUTH SHOW CASE CO. 
DULUTH, MINN. 


push radio 
b sales 


head 
attract 

women 

buyers? 

















Do you want to 


reduce over- 


more 


Read this book! 
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LAWN SPRINKLERS.—The move- 
ment of lawn sprinklers over the coun- 
ter is backward due to the late spring, 
‘ and this fact is reflected in the whole- 
sale market. 


We quote from Boston jobbers’ 
stocks: 

Sprinklers.—Lawn, fountain, $7.75 

per doz. net; fountain, half circle, 

56. 65; Brooks, $8; Rain King, $2.34. 
PADLOCKS.—Retail sales of padlocks 
are fairly good, but the trade is well 
stocked up with popular selling makes 
and styles. 

We quote from Boston jobbers’ 
stocks: 

Padiocks.—Yale & Towne Mfg. Co. 
line, No. 326, 80c. each list; No. 223, 
50c.; No. 235, 66c. Discount 30 and 10 
per cent. 

RADIO GOODS.—Usually at this time 
of the year radio goods sales taper 
off. This year they are holding up 
strongly. 

We. ‘quote from Boston jobbers’ 


stoc 
Meters. —Sterling ammeters, No. 24, 


35 amps., 65c. each net; voltammet- 
ers, No. 44, 35 amps., 90c. each; 
voltmeters, o. 34B, 0 to 30 volts, 

to 50 volts, 


$1.50 each; No. 34C, 0 
$1.85. 


Eveready B & C batteries are 
quoted in various lots, net, as fol- 
lows: 

Less 10 50 

° 10 to 49 lus 
— grr $1.05 $1.00 0.90 
Sa eescabveus 1.35 1.27 1.13 
a é«censeent 1.35 1.27 1.13 
TS cbeedsous 1.75 1.67 1.50 
i cpeiemawh 3.50 3.34 3.00 
eer 9.00 8.25 7.50 


Battery Chargers.—Apco line, in 
lots of less than 10, $13.50 each net. 


REFRIGERATORS.—Business is quite 
satisfactory in refrigerators, say job- 
bers. Some of the wholesale houses 
have sold more of them this year than 
ever before in their history. 


We quote from Boston jobbers’ 
stocks: 

Refrigerators.—Eddy line, in lots of 
less than five, 50 per cent discount. 


Prices range from $24.50 to $170.50 
each list. 
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SCREENS AND DOORS.—tThere is a 
better market for screens and doors. 
Retail stocks at the opening of the 
season are believed to have been ex- 
ceptionally small. 

We quote from Boston jobbers’ 


stocks: 

Screen Cioth.—Black, 12-mesh, 
$2.40 per 100 . oe Been ‘mesh, $2.90: 
Opal 12-mesh, $2.95 per 100 a ft.: 
14-mesh, $3. 45; 16-mesh, $3.95; all 


from Boston store. Direct mill ship- 
ments, f.o.b. Pittsburgh, black, 12- 
mesh, $2.15; 14-mesh, $2. 65. Bronze 
screen cloth, widths 24-in- to 48- in., 
from stock, T%c. per sq. ft.; factory, 
7%c.; 16-mesh, Sc. ; 18-mesh, 8l4c. 
Screen Doors. —No. 241, 2 
10, $2 80 per doz. ; 





; .75 .20; 
$38.60. All prices net from store. 
10 per cent discount is allowed on 
direct factory shipments. 


SCYTHES AND SNATHS.—Increas- 
ing interest is being shown by the 
hardware trade in scythes and snaths. 


We quote from Boston jobbers’ 
stocks: 
Scythes. —Little Giant, $16 per 


doz.; bramble oon, $16.50 per doz.; 
bush sizes, $16. per doz. 

Snaths.—-Ash, O51 50 per 
cherry, $16.75 per doz.; brush, 
per doz. 


SHEARS.—As might be expected, re- 
tail sales of all kinds of shears are on 
the mend. The wholesale market, on 
the other hand, displays no more ac- 
tivity than heretofore. 


We quote from Boston jobbers’ 


stocks: 
Sheep Shears.—True Vermonter, 


No. 055, $8.25 per doz. net; No. 057, 
104, $3 each 
$3. 


dozen; 


$16.50 


9.50. 
Border Shears.—No. 


in., $1 eac 0, men’s 7-in., 
$1. 30; No. 100, 9 in. m $1. 65; No. 101, 
9-in., $1.75. 

Pruners.—Clyd No. 5403, 22-in., 


$25 per doz.; No. “5402, 24-in., "$28: No. 
5406, 24-in., $17. 50. Handy Andy, $15 
per ‘doz. 


SPRAYERS.—The movement of spray- 
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ers out of wholesale and retail stocks 
is quite satisfactory. 

We quote from Boston jobbers’ 
stocks: 

Sprayers.—Compressed air galvan- 
ized, four gallon, $4.85 each; brass, 
$6.50; continuous atomizer, 1 qt., $7 
per doz. net; tin, 1 pt., $3. 

STAPLES.—Having adjusted prices on 
factory shipments of galvanized 
staples, the jobbers have now reduced 
prices from stock. 


Pas! Me quote from Boston jobbers’ 
stoc 
Staples. —Galvanized, in full kegs 

$5 per cwt., in less than keg lots 

$5.40; from "factory, full kegs, $3.80 

Pittsburgh, in less than kegs, $4.05. 
STEP LADDERS.—All kinds and 
makes of step ladders are selling re- 
markably well for this time of the year. 
Jobbers’ stocks have been cut down ma- 
terially. No reports of delayed de- 
liveries are to be had, however. 


We quote from Boston jobbers’ 
stocks: 


Step Ladders.—Paris line, 3-ft., 
$2.70 each, list; 4-ft., $3.60; 5-ft., 
$4.50; 6-ft., $5.40; 7-ft., $6.30; 8-ft., 


if 20; 10- ft. $9. Discount from store, 
oo per cent: from factory, 40 per 
cen 


WASHING MACHINES.—There is, 
perhaps, a slightly better market for 
washing machines. 

We quote from Boston jobbers’ 
, oe 1- 
ashin achines.— ne, cyl- 
inder on wood tub, No. <> $62 % 
each net; galvanized tub, No. E, 
sei. 50; metal cylinder, No. ie 
$87 50: Eveready, galvanized tub, 
No. 7 $104.65; copper tub, No. E41, 


WINDOW WEIGHTS.—A good steady 
call for window weights is noted. The 
market otherwise is withcut special 
feature. 


We quote from Boston jobbers’ 
stocks: 

Window Weights.—From _. stock, 
weights under 5 lbs., 3%c. per Ib.; 5 
Ibs. and more, 3c. 











hopes.” 





and accomplishment. 


BUILDING FOR PERMANENCE 


HE Cathedral of St. John the Divine, in New York, is destined some day 

to be the crowning church edifice of this nation and several times the size 
of Westminster Abbey. Yet today, after thirty-one years of work and the 
expenditure of $3,000,000, it is only one-third finished and it is not expected 
that it will be completed within the lifetime of anyone now living in the city. 

Merchants often complain of the slowness of their progress toward success 
They forget that the really biggest accomplishments 
require the longest time in the making. They prefer to point to men like 
Lieut. Osborne C. Wood, who is reputed to have made the better part of a 
million within a few months in the stock market. The lieutenant was fortunate 
in having a War Department behind him wise enough to tell him to stop when 
he was on the crest of the wave and able to compel his obedience. 

You are interested in merchandising goods and are not as successful as 
you would like to be. Do you realize that your failures of the past, for the 
very fact that they have been failures, have in them the potential ability to 
teach you, to better fit you, for successes in the future even than if they them- 
selves had been successes? 
without many fears and disasters; and adversity is not without comforts and 


As Francis Bacon put it: 


“Prosperity is not 
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Mathias BC BIE BD SS me a 


No. 1—“Best Seller’’ Assort- 
ment of Klein Sidecutting 
Pliers. 








PLIERS 


Klein Pliers sell to the confirmed buyer of quality 


“s tools, whether he is an ‘‘amateur,” an electrician or 
= — a mechanic—they sell to a well established trade, the growth 





of over fifty years of good will. 


iss KLE INES | 


Sixty-seven years of fine plier making is behind the 


No. 2—“ Seller” A - 
ment sie Goan comfortable way the handles are shaped, the easy 
ere arn nee spring of the handles, and the careful tempering of the keen 








knives. Hammer forged from special bar steel, each process 
of manufacture subject to rigid inspection—every Klein Plier 
is “right.” 


The Klein Plier line is cut to the few necessary sizes 
and patterns, there are no odd sizes or patterns to 
be sold at a _ sacrifice; and a representative stock can be 
carried at a small cost. : 


Hardware distributors have carried Klein Pliers as 
their “‘quality line’ for many years. To meet the 
demand for introductory stocks four “Best Seller’ Assort- 
ments, complete with display panel, wall sign, counter sign, 
and consumer tool booklets have been carefully selected. 





ioe KLE Now 


No. 3—‘“‘Best Seller’’ Assort- 





ment of Klein Slipjoint Pliers. Get particulars from your jobber—put Klein Pliers 
” ye in as your first quality line. Klein Pliers repeat—at 
a profit! 





Mathias 





KLEJ Chicago lIUSE 





Established [857 








~~ -—e 


No. 4—Best Seller” Assort- , 
ment of 144 dozen Klein 
piiets of most popular pat- 

a 








92 





A Survey 


Indicates 
Great Value 


Test by test—number of ad- 
vertisements, number of ad- 
vertisers, number of replies. 
calibre of replies, prompt- 
ness of replies, testimonials, 
frank statements—all these 
tests prove the strength and 
value of the Classified De- 
partment of Hardware Age. 


Hardware Age carries several 
thousand dollars per year in 
its Classified Advertising Col- 
umns. They are the weekly 
meeting place of Manufac- 
turers, Wholesalers, Dealers, 
Salesmen and all who seek 
the fine service its weekly 
classified columns render. 


If satisfactory results from 
this advertising were not re- 
ceived would Hardware Age 
maintain that yearly volume 
of purchased classified ad- 
vertising ? 

When you want to buy or 
sell a Hardware business; get 


quire help; want a position; 
when soliciting desirable 
sales accounts or have any 
“want” that is “hardware,” 
you hardware men can get 
action and satisfaction by 
using and reading our “want 
ads.” 


See Section and Rates 
in Back of This Issue 


HARDWARE AGE 
239 W. 39th St., New York City 


ADVERTISING DEPARTMENT 
CLASSIFIED DIVISION 
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Hardware Prices Holding 
Firm in Pittsburgh— 
No Change in Steel 


(Pittsburgh office of HARDWARE AGE) 

ARDWARE prices are holding in good fashion, which is somewhat 

surprising to the outsider in view of the reports of over production 

in the basic lines and the fact that much business in seasonal lines 
of hardware which has failed to materialize on account of unseasonable 
weather is regarded as irretrievable. It is the observation, however, of 
those who have followed the hardware market for many years that price 
changes usually are at least two months behind those in the basic materials. 
Price steadiness in hardware, therefore, would be natural until manu- 
facturers had the benefit of lower prices in their raw materials. 

The steel industry is on a dead level, except for plant operations, which 
have further declined in the past week. Business is neither better, nor 
worse than it has been and the common impression is that there will be 
no definite improvement until after the national political conventions, when 
some line can be had on the probable drift of the country politically. Prices 
generally are steadier than they have been, but there is not the usual signifi- 
cance to that development, because buying is on such a conservative scale 
that no real test of prices is afforded and producers feel that just as much 
business will come at present prices as would be developed by concessions. 
Liquidation of stocks in second hands is proceeding steadily and with the 
steep curtailment there has been over the past two and one half months, 
it should not be long before there is a better balance than now exists 
between supply and demand. With the steel industry as a whole now 
running at less than 50 per cent, the price issue hinges on how promptly 
business improves and whether the manufacturers in their efforts to put 
their plants upon what is regarded as an economical operating basis will 
go to prices that will make that possibie. 

Costs rise rapidly when the industry operates below 50 per cent of 
capacity and decrease as they move up from that average. On the basis 
of present operations, the steel companies must be at or slightly below 
the cost line at present selling prices. This presents the problem of 
whether it is less expensive to cut prices and thereby get orders which 
will permit a higher rate of operation than to hold at levels that mean a 
restricted rate of production. In that connection, however, price maintain- 
ance gives buyers confidence and there are not a few who insist that lack 
of confidence in prices is the real reason why business has not begun to 
improve, since consumers must be well liquidated and some are known to 
be below the danger line in respect to reserves. The answer to the whole 
problem will be supplied by the rapidity with which the consuming indus- 
tries recover from the present dullness. If these industries come back 
slowly, the demand for steel will be likewise slow in increasing and will 
intensify the mill desire for, economical operations. Present signs point 
to a slow recovery, for the automotive industry still is trying to liquidate 
stocked cars and giving little attention to production increases; the rail- 
roads are not taxed by present freight demands to be badly in need of 
new equipment and the high cost of labor remains a factor in new con- 
struction, to mention a few of the leading consuming industries. 
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new sales representatives; re- - 








AUTOMOBILE ACCESSORIES.—The 
common report here is that business re- 
mains very quiet and the jobbers are 
beginning to give up hope that busi- 
ness lost as a result of unfavorable 
weather will be recovered even if 
weather conditions over the summer are 
favorable to free use of cars. A good 
many people expect to get new cars at 
bargain prices on account of the big 
stocks being carried by manufacturers 
and dealers and for that reason are not 
spending much on old cars. 


BUILDERS’ HARDWARE.--This line 
is good in this district, notwithstand- 
ing that weather conditions have been 
anything but favorable to new construc- 
tion. Makers of hinges and knobs are 
considerably behind in their deliveries. 


BOLTS, NUTS AND RIVETS.—Weak- 


ness in the primary market is extend- 
ing to the jobbing prices. Manufactur- 
ers are pretty anxious for orders and 
are naming very low prices to get them, 
some offering large machine bolts, cut 
thread, out of stock as low as 70 and 5 
per cent off list, as against 60 and 2 
tens, the regular quotation. Primary 
nut prices also are weak and there is 
enough competition for rivet business 
to keep prices in buyers’ favor. 


We quote out of jobbers’ stocks as 
follows: Machine bolts, small rolled 
threads, 60 and 10 per cent off list, 
all sizes, cut threads, 60 per cent off 
list; carriage bolts, small rolled 
threads, 60 per cent off list, all sizes, 
cut threads, 50 and 10 per cent off 
list; nuts, hot-pressed, blank or 
tapped 4.75c. off list; c.p.c. and t., 
blank or tapped 4.25c. off list; rivets, 
small wagon and tinners 60 per cent 
off list. 
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ELECTRICAL APPLIANCES.—Really 
good business is reported by jobbers 
here in washing machines, vacuum 
sweepers, mangles and electric irons. 
Indeed, if other things were doing as 
well as electrical household appliances, 
there would not be much room for com- 
plaint about business. 


LAWN SUPPLIES.—Wet weather has 
kept down the demand for watering fa- 
cilities, but rather good demand is ob- 
served for mowers, grass hooks, hedge 
shears and ornamental and field fence. 
Prices show no special change. The 
most recent quotation of Rain King 
lawn sprinklers was $3.50 apiece less 
’ 1/3 per cent, or $2.33, f.o.b. jobbing 
point. 
ROOFING PAPER. — Competitive 
grades have been reduced 5 cents to 
10 cents a roll, but there has been no 
change in the better grades. 


SCREEN DOORS AND WINDOW 
SCREENS.—Business has been some- 
what below normal, but the fly season is 
at hand and better things are expected. 
Prices are unchanged. 
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SPORTING GOODS.—The fact there 
has not been enough weather of the 
right sort to induce sandlot activities 
has told on the sale of baseballs, bats 
and gloves, but the sun is in the skies 
again and the school terms are ending 
and improved business is believed to be 
at hand. The story is much the same 
on tennis racquets. 


WIRE PRODUCTS.—Business is just 
fair and no more. Real demands simply 
do not exist and it is generally ad- 
mitted that the recent price reduction 
has not helped business to a noticeable 
degree. There are reports that all mills 
are not holding to $2.90, base, Pitts- 
burgh, for nails, a price of $2.85 being 
reported. 


Jobbers al retail 
stocks as follow 

Wire nails, $3. 35 to. $3.35 base, per 
keg; galvanized, 2 -point cattle wire, 
$3.29 per spool; galvanized, 2-point 
hog wire, $3.57 per spool; galvanized, 
4-point cattle wire, $3.52 per spool; 
galvanized, 4-point hog wire, $3.80 
per spool; No. 9 annealed fence wire, 
$3.15 per 100 lb.; No. 9 galvanized 
fence wire, $3.60 per 100 lb.; woven 
wire fencing, 64 per cent off list. All 
the above prices on spools are for 
80-rod. 


trade from 





New Popular Priced Mah Jongg 
Sets 


With a view of filling the demand 
for low priced Mah Jongg sets, J. M. 
Tees Co., 200 Davis Street, San Fran- 
cisco, Cal., has recently placed on the 
market two sets, to be sold under the 
company’s trade mark, “Sop-Tim- 
Bom,” which are of excellent appear- 
ance and quality. 

These sets are packed in attractive 
cartons in royal blue and canary yellow 
and are in Oriental design. They in- 
clude cardboard tiles, printed in three 
colors, cardboard racks, counters, dice, 
together with a manual of instruction. 
One of the sets is designed to retail at 
an unusually low price, while the other, 
which is intended for those desiring a 
higher quality article, will retail at 
higher price. Because of their attrac- 
tive, colorful appearance, the new sets 
lend themselves admirably to display. 

A copy of “Tees Blue Book for Sop- 
Tim-Bom and Mah Jongg,” which de- 
scribes family game, one-suit game, 
club game, two players’ game, three 
players’ game and Sop-Tim-Bom, is 
included with each set. The book, which 
contains 36 pages and is illustrated, 
discusses the various games in detail. 

The company also carries a full line 
of imported Chinese sets. 


New Washer Is Efficient in 
Operation 


Altorfer Bros. Co., manufacturer of 
ABC washing and ironing machines, 
Peoria, Ill., has recently developed a 


new washer of the vacuum cup type, 
incorporating some features which are 
claimed to make for increased washing 
efficiency. 

The ABC Vacuum Electric Washer 
has a polished copper tank of 8 sheet 





capacity; special design ABC wringer | 


of aluminum, which swings and locks 
automatically in 16 different positions; 
stands squarely on four channel steel 
legs; has three vacuum cups of large 
size, with extra long springs so that 
a large or small washing can be done 
without change; all operating levers, 
(one for motor and one for mecha- 
nism) are handy to the operator at 
all times. 

The addition of the ABC Vacuum 
Electric Washer to the ABC line fills 
out the company’s line of washers. 
The line is comprised of the ABC 
Super Electric (cylinder type) ABC 
Oscillators in six and nine sheet sizes 


as well as a leader number and the | 


ABC Alco wood tub dolly type in both 
single and double tubs, electric and 
power drives. Ironers in 26 in. and 44 
in. sizes, either electrically or gas 
heated shoes, completes this famous 
line of fast sellers. 

It is also announced that the second 
edition of the book “How 437 Dealers 
Brought Customers to their Stores” is 
now off the press and ready for deal- 
ers who may write to Altorfer Bros. 
Co. at Peoria, IIL. This book recites the 
brass tacks plans and suggestions suc- 
cessfully used by 437 dealers through- 
out the country and is worth-while 
reading for any washing machine deal- 
er. It is sent free on request. 


Hoffman Hdw. Co. Incorporated 


Incorporation papers have _ been 
issued to the Hoffman Hardware Co., 


1920 Monterey Avenue, Chicago. The 
capital is fixed at $100,000. The in- 
corporators are: Fred Hoffman, Wil- 


liam F. Hoffman, Willys A. Higgins. 
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Happy Batter Says: 


“With the bases full in the 
ninth inning—and your team 
needing four runs to win, 
then is the time that a fel- 
low must feel absolute and 
unlimited confidence in his 
bat. I’ve never known my 
Louisville Mascot to fail 
me in a pinch.” 


“Tt’s balanced so well that it 
seems to swing itself, and 
when it connects with a ball 
—away she goes, clean and 
straight as an arrow. Give 
me a_ Louisville Mascot 
every time.” 


Mr. Dealer, see that you are 
stoc ked with Louisville Mascots. 
Get in touch with the makers 
and let these bats show you what 
hat sales can be like. 


HILTON-COLLINS CO. 


Louisville, Ky. 


Distributed by 
Louis Williams & Co. 
Nashville, Tenn. 
George Booth Rice 
1193 a. New York City 
Herbert F. Ell 
Bourse pide. "Machinery Dept., 
Philadelphia, 
. Walrath 
. Jackson Bivd., 


Lippineett, Meal & Co., Inc. 
Sheldon Bldg.. First & Market 
Sts., San Francisco, Calif. 


Chi- 
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Speed and Efficiency . Features of 
Improved Fruit Presses 


The Présto Fruit. Presses; made by 
the Presto Products Co., Inc., Widener 
Bidg., Philadelphia, Pa., are scienti- 
fically designed with a view of afford- 


ing the maximum amount of fruit juice 





in the fastest time and with a mini- 
mum of effort on the part of the 
operator. 

The No. 2 Press, made by the com- 
pany, has a two-quart capacity and is 
of aluminum, the Nos. 6 and 9 have a 
capacity of six and nine quarts respec- 
tively and are of iron and steel tinned. 

The No. 9 Press is shown in the ac- 
companying illustration. This press is 
entirely demountable, and is a con- 
siderable improvement over last year’s 
model for that reason. The handle, 
screw, plunger plate and bridge can be 
taken apart. The strainer plate is not 
cast but rolled steel. This fits inside 
of a cylinder, which prevents the pulp 
from flowing out with the juice, and 
the block tin straining cylinder has 
holes which are calculated to hold in 
elderberry seeds. All parts heavily 
tinned to comply with the Government 
Pure Food Regulations. The bridge is 
so designed that with one turn of tue 
handle the bridge unlocks from the 
hooks and the plunger plate can be 
quickly withdrawn from the cylinder 
to refill or clean. 


Radio Tools Add 
to “Yankee” Line 


The “Yankee” Radio Tool Set, No. 
105, recently placed on the market by 
North Bros. Mfg. Co., northeast corner 
American Street and Lehigh Avenue. 
Philadelphia, Pa., should appeal to all 
radio enthusiasts as well as to manu- 
facturers because of its high workman- 
ship, material and design. The set con- 
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tains a No. 230 ratchet screw driver, 
6%4 in. over all, that holds all attach- 
ments. There are three blades, 54x 
3/16 in. for long reach into box, be- 
tween wires, etc.; 3% x % in. for small 
screws on dials and 2%x% in. for 
heavy screws, such as are used in put- 
ting up aerials, etc. Other tools in the 
set include a countersink, two socket 
wrenches, covering %, % ‘and 5/16 in. 
hex., and ‘having 4 in. shanks; a reamer 
for enlarging holes in the panel from 
% in. to % in., and a wrench, one end 
of which is for 5/16 in. square or hex. 
nuts and the other for % in. hex. nuts, 
such as are used on mage etc. 

The Radio Drill, No. 1431, made by 
this company is especially designed for 
radio work. It is a well balanced, small, 
powerful drill, with 4 to 1 ratio of gears 
for speed. It has a special radio chuck, 
9/32 capacity, to take the largest dril! 
furnished with radio drill sets. The 
length over all is 9% in. 

For the purpose of assisting retailers 
in the sale of these “Yankee” tools the 
company has developed the display 
stand shown in the accompanying illus- 
tration. This is furnished in a hand- 
some mahogany finish and will show 
these tools off to the best possible ad- 
vantage. It is furnished free of charge 
with order for half dozen No. 105 sets 
and two No. 1431 drills. The stand is 
8 in. long, 1% in. high and 2% in. deep. 





Padlock Covers Will Appeal to 
Householders 


The Miller Padlock Covers, made by 
the Miller Lock Co., 4530 Tacony 
Street, Philadelphia, Pa., are a great 








convenience. They are especially de- 
sirable for padlocks used on auto- 
mobiles and not only protect the fine 
finish of the car from scratching or 
chipping, but also keep dust and dirt 
from the lock mechanism. 

One type of cover is made of a finely 
grained pliable leather with a con- 
venient snap is supplied with the com- 
pany’s padlocks, Nos. 66, 86, 0197, 
0850G, 21 and 190. 

Another type is made of rubber and 
is supplied with the company’s pad- 
locks Nos. 40, 40LS, 41, 41LS, 42, 44, 
44CS and 448S. The covers are du- 
rable and attractive and should prove 
popular items with lock users. 
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Display Rack for Gold Seal 
Congoleum Rugs 


The new Congoleum Display Rack, 
recently developed by the Congoleum 
Co., 99 Chauncy Street, Philadelphia, 
Pa., with a view of assisting retailers 
in the sale of its line of Gold Seal 


i 





Congoleum Rugs, is an effective means 
of bringing this line to the attention 
of prospective buyers, and is the newest 
addition to the long line of selling helps 
devised by the Congoleum Co. for stimu- 
lating sales for their dealers. 

One of the outstanding features of 
the new sales rack is that it links up 
the store very definitely with the na- 
tional advertising being run for Gold- 
Seal Congoleum Rugs. The rack prv- 
vides an _ attractive and practical 
method for showing the different pat- 
terns and sizes of rugs, also, by means 
of conspicuous lettering and an effective 
presentation of the Gold Seal. 

The new sales rack should quickly 
arouse shoppers’ interest. 

Another good feature of the Con- 
goleum sales rack is that it is portable. 
It can be moved from one department 
to another or used in window display. 
Stationed near the front entrance of 
the store the rack, with its assortment 
of rugs, will be particularly effective. 
Placed in the floor-covering department 
it makes a fine permanent display of 
the complete Congoleum line. 

The rack is sturdily built from art 
metal and will last indefinitely. It is 
finished in a soft olive green and har- 
monizes with store appointments as 
well as with the colorings of the rugs. 


Efficient Paint Remover 


The “Samsom” Paint Removing 
Brush, made by Albert E. Rinn Co., 
Allentown, Pa. “y is a new invention and 
very efficient in the removal of paint. 
As may be seen from the accompanying 
illustration, a stiff wire brush is woven 
on a strip of heavy canvas, the teeth 
being set at an angle which engages 
whatever has to be removed. This strip 
is secured by a screw between two 
wooden blocks and can be replaced in a 
minute’s time. The brush has great 
durability and can be worn down to the 
face of the canvas. It may be retailed 


at a popular and attractive price. 
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DIET [Z LAN ERN = 





UNEQUALLED FOR SUSTAINED VOLUME OF LIGHT 


pessimists exist to tell you that no two persimmons 
are really alike under their skins. 


we persimmons may look much alike but many 


Hidden qualities that make or mar are just as pro- 
nounced in lanterns as they are in persimmons. 


The biggest value that you offer your customer in a 
Dietz Lantern is its unseen value—its combustion sys- 
tem—which produces a more powerful sustained light 
than it is possible to obtain from any other make of 
lantern. 


This is because the flame in a Dietz Lantern is more 
perfectly carburated, and gases and vapors are consumed 
or released that otherwise would cloud the globe and 
gradually reduce the radiance of light as burning 
proceeds. 


It is this factor, combined with strength and structural 
nicety, that has given Dietz Lanterns world wide popu- 
larity and this popularity has, in turn, made these the 
most profitable lanterns that any Dealer can sell. 


R. E. DIETZ COMPANY, NEW YORK 


LARGEST MAKERS OF LANTERNS IN THE WORLD—FOUNDED 1840 
OUTPUT DISTRIBUTED EXCLUSIV ELY THROUGH THE JOBBING TRADE 
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¢-PATENTED 
COG GEAR 






MYERS 
LONG STROKE 
COG GEAR 
DOUBLE ACTING 
HOUSE FORCE PUMP 













‘the MYERS 
BCU ee eer Pump building skill has at- 
tained high development in 
MYERS HOUSE PUMPS— 
superior because they are care- 
fully built, easier to operate, 
have greater capacity and last 
longer — superior because they 
are neat of design, attractively 
finished and harmonize nicely 
with any surroundings—supe- 


Riera cuae rior because they are endowed 
BRASS CYLINDER with such features as non-cor- 
PITCHER PUMP rosive glass or perfect brass 


seat, reversible handle, inter- 
changeable siphon or compres- 
sion spout — superior because 
they are continuously adver- 
tised, easier to sell and more 
profitable. 








Different styles — different 
sizes for inside or outside in- 















The MYERS stallation. some _ with brass, 
LONG STROKE others with brass lined or pol- 
COG GEAR PITCHER PUMP 


ished cylinders, afford a wide 
range for choice to meet indi- 
vidual requirements. 


Your inquiry will be given prompt 
attention. We solicit it today. 





he F.E.MYERS & BRO.ce 
nenrane Rte AE SUS: wonne 
























GERMANY 
The Land of Little Laughter 


(Continued from page 58) 
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as it arrived and get me a seat—that he could not get 
quick action loaded down with my baggage. The train 
stopped. The mer and women frantically fought for 
seats. Finally my portier raised a window, stuck out 
his head and motioned for me to come. He was occupy- 
ing a seat next to the window. The people inside were 
trying to pull him out of the seat. I passed my baggage 
through the window to him and he piled it up in the 
seat. Then I got on the train, climbed over people in 
the corridors and finally reached my compartment. I 
gave the portier a liberal tip and I stood in the cor- 
ridor waiting to see what would happen. 


“Reserved for the Military” 


The train was crossing the bridge when the con- 
ductor came and called our attention to a printed notice 
pasted on the glass door of the compartment. It was 
in several languages. It notified us that this com- 
partment was “reserved for the military,” and that if 
anybody took a seat in the compartment, “in contra- 
vention” of Rule No. 41144, they would be arrested 
and brought before the Sixth Judicial District. The 
men and women in the compartment gathered all their 
luggage together and filed out. They piied their lug- 
gage in the corridors and sat on it. There were no 
seats to be had. The compartment being empty, I 
lighted a cigar and took one of the seats. 

The next thing a gray-haired English colonel, fol- 
lowed by a second lieutenant, in full regimentals, ap- 
peared. He stood in the door of the compartment and 
looked at me. I rose, took off my hat with my most 
polite manner, and told the colonel that I knew I had 
no business in this military compartment. I had read 
the notice pasted on the door. I knew that it was in 
contravention of Rule No. 41144, and that I was sub- 
ject to arrest and to trial before the Sixth Judicial 
District. Nevertheless, seeing no other seats in the 
neighborhood, I had remained in the military compart- 
ment, and if he wished to have me shot at daylight 
it was perfectly agreeable to me. The colonel laughed, 
and said as he and the lieutenant could not occupy the 
entire’‘compartment, they would be glad to have me 
remain. I passed them each one of my few remaining 
Corona Coronas. They lighted up and puffed as if 
they knew a good cigar when it came their way. The 
poor people out in the corridor gazed through the glass 
window, and I heard them asking if I was not the 
prime minister of some benighted country or other. 
Anyhow, I arrived in Paris at 12 o’clock that night, 
and I found the English colonel and the lieutenant 
excellent company. 1 was interested, however, in 
observing that when we went through Belgium, the 
customs officials seemed to take particular delight in 
making the English colonel open all of his luggage. 
I therefore gathered that the customs man in any 
country is even superior to the military. 

In Germany I went through a number of large fac- 
tories. They were in first-class condition, everything 
kept up to the minute, every modern contrivance to 
handle the work economically, employees all working. 
I was informed that the German factories have put 
their plants into first-class condition with paper marks. 
They have paid all of their debts with paper marks. 
Today Germany is on a gold mark basis and prices 
are very high, but all of the going concerns have paid 
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their indebtedness. As I wrote before, the Germans 
are down to hard pan. They have reduced the cost of 
living to its simplest forms. The mass of the people 
are not spending their money for foolish little extrava- 
gances of one kind and another as we are doing here 
in America. You can tell that by their dress, especially 
the way the women dress. All indications in Germany 
point to the fact that when they are given half a 
chance the rapidity with which Germany will recover 
will surprise the world. 

All the common people with whom I talked in Ger- 
many—and I talked with a great many of them— 
waiters in hotels, portiers, shopkeepers, railroad em- 
ployees and bank clerks, told me that present condi- 
tions in Germany under the Renten mark were very 
much improved. Money at least was stabilized. They 
all said things were a great deal better because they 
now knew they had money in their pockets of some 
value. Under the old paper mark they never knew. 
Everything was uncertain. It is true that on account 
of the high prices in Germany at present, especially in 
Berlin, retail business is very dull, but this only means 
that the people are not snending—that they are getting 
along with just as little as possible. 


The Wilson Flag Incident 


I was in Berlin at the time of the Wilson flag inci- 
dent. At dinner one night I sat next to a very in- 
telligent, high-class German woman. She brought up 
the subject of this incident. She remarked: “Haven’t 
we Germans suffered enough? Isn’t it too bad that 
our flat-head German officials here in Berlin had to 
make this absurd mistake of not putting our flag at 
half-mast on the German Embassy in Washington at 
the time of President Wilson’s death?” Then she 
looked at me with her eyes almost in tears and said: 
“What poor diplomats we Germans are! Our arbitrary 
military training does not develop diplomats, does it?” 
With a smile, I had to assure her that I entirely agreed 
with her—that the records did not indicate that the 
Germans would take first prize in diplomacy! 

One morning I had an engagement at 10 o’clock at 
the Dresdener Bank. I walked from my hotel to the 
bank in Unter den Linden. I stood before a very 
handsome palace. At one time the Crown Prince lived 
here. I glanced at one of the large front windows and 
was surprised to see a woman engaged in doing her 
ironing in the palace window. I had to rub my eyes 
and take a second look. There was no doubt about 
it. She was busy attending to the family washing 
in one of the front rooms of the palace. Afterward 
at the Dresdener Bank I spoke of this incident and 
was informed that no doubt the rooms in this palace 
had been leased out for apartments, and some indus- 
trious German family was doing light housekeeping 
in the Crown Prince’s former home! 

Of course, in Berlin one is struck by the low build- 
ings as compared with New York. It seems to be a 
very squat city, but the buildings are all very hand- 
some and dignified. The streets of Berlin are not 
crowded with automobiles like Paris, and even Lon- 
don. Naturally, New York must have twenty-five au- 
tomobiles to their one. It is no trouble getting around 
quickly in a taxicab in Berlin. A traffic policeman does 
not delay you at every block. However, the taxicabs in 
Berlin are in very bad condition—just about to fall 
to pieces. 

Having been entertained in Berlin, it was up to me 
to give a dinner at Heller’s restaurant. This is pos- 
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Quick Profit! 


Economy All Metal Weatherstrips will not 
stay long on your shelves. Once introduced 
they find a ready sale. Such has been the 
experience of the hundreds of dealers who 
handle them. No dealer can afford to over- 
look the quick profits offered by Economy 
Weatherstrips. 


Easy to Install 


Economy Weatherstrips can easily be in- 
stalled by anyone without even removing 
the window. This strip is guaranteed to 
last a lifetime because it is all bronze and 


will not rust. Keeps-out dirt, dust, drafts, 
rain and snow. 


Complete Equipment in a 
Handy Carton 


Complete equipment for door 
or window, with instruction 
sheet and nails, is contained 
in a handy carton. To make 
handling easy for dealers, 
they are put up in boxes of 
two dozen cartons. 


Economy Strips come in two 
sizes of windows, 36” x 36” 
x 36” and 42” x 42” x 42”, 
and two sizes of doors, 36” x 
84” and 42” x 84”. The car- 
ton for 36” window retails at 
$1.89 and 42” window at 
$2.21; carton for 36” door 
retails at $2.01, and 42” door 
at $2.14. Subject to regular 
jobber discounts. 


Our Sales Plan with Adver- 
tising Leaflets makes selling 
easy. Hardware jobbers and 
dealers are furnished small 
sample windows completely 
equipped with “Economy” 
for display purposes, and to 
assist their salesmen. 








Place an order for “‘Economy”’ today and 
make your weatherstrip business boom! 


Sager Metal Weatherstrip Co. 
162 W. Austin Ave. Chicago, Ill. 


SAGER METAL WEATHERSTRIP CO. 5-22-24 
162 W. Austin Ave., Chicago 


[] Send prepaid 1 box Economy Metal Weatherstrip size 
36"x36"x36” 


42"x42"x42” containing 24 cartons, complete equipment for 2 
doz. windows. 

36 “x36 “x36” 
[) Send prepaid 6 cartons, size 49%y42"x42” complete equipment 
for 6 windows as a sample order. 
[] Send full information with samples. No obligation whatsoever. 
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Sporting Goods That Helped Sell Hardware 
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A recent display that sold baseball equipment for Montgomery & Crawford, Spartanburg, 8S. C. 


MOME years ago W. S. Mont- 
S gomery, sénior partner in the 

hardware firm of Montgomery 
& Crawford of Spartanburg, S. C., 
decided that his firm could enlarge 
and add a line to advantage, one 
that would be of great service and 
convenience to the entire city and 
county. 

What this addition was to be had 
been carefully thought out by Mr. 
Montgomery, viz.: A complete line 
of sporting goods, equipment and 
accessories, featuring baseball and 
tennis goods. Consulting his partner 
on the subject he was met with 
ready and hearty acquiescence, so 
the plan was immediately adopted 
and put into effect. 

A special department was accord- 
ingly devoted to sporting equipment, 
including frequent window displays 
featuring seasonal goods in the most 
attractive manner. 

It required only a short time to 
show that this experiment was to be 


a complete success. There being no 
regular or large sporting goods 
dealer in the city, all devotees of 
prevailing sports naturally turned to 
this well stocked new establishment 
for their wants. Business along 
this line became steady and profit- 
able, the newest and most approved 
stocks were always carried and the 
department thrived and became a 
part of the firm. 

Careful tabulation brought out 
the fact that the addition of this 
department in no way detracted 
from the hardware sales. If any- 
thing, an increase was shown. By 
supplying a badly needed service to 
its regular customers as well as the 
entire surrounding community, 
Montgomery & Crawford found that 
its regular hardware sales increased 
and became larger and more profit- 
able. This agreeable result was at- 
tributed to the fact. that patrons 
buying hardware materials often 
entered the sporting goods section, 





interested and purchased 
equipment, and vice versa. , 

This all happened years ago. To- 
day Montgomery & Crawford is rec- 
ognized as one of the oldest, most 
progressive and successful hardware 
establishments in the South. The 
sporting goods department has 
progressed along with the regular 
business and is today bigger and 
better than ever before, conclusively 
dispensing with the supposition that 
no line other than hardware can be 
carried successfully in connection 
with a hardware business. 

The successful experiment of this 
enterprising firm should be ample 
proof that hardware and. sporting 
equipment are conplementary lines 
and that to the, mutual advantage 
of both hardware dealer and patron. 
In other words, that a good line of 
this kind is a profitable adjunct to 
a hardware store, provided it is 
chosen with judgment and discrimi- 
nation. 


became 


GERMANY 
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sibly the best restaurant in the city. I am very glad 
that I had only a few guests at this dinner because 
the prices were simply enormous. I would be ashamed 
to write here how much that dinner cost per plate. 
Afterward we went to one of the dancing places where 
only champagne is served. Drinking champagne in 
Berlin is like drinking melted gold. It is only fair 
to say, however, that there were but three or four 
parties having dinner at Heller’s restaurant the night 
we were there, and in the exclusive dancing club where 


we went later there were not more than fifty people. 
The gay life certainly comes very high in Berlin when 
it is paid for in gold marks! 

I dined:one night in the beautiful apartment of a 
diplomat near the “Brandenburg Thor,” and his wife 
also said life was now much easier but horribly ex- 
pensive. She said at one time they could not get any 
money whatever from their bank as the printers struck 
and no money was made. They could not pay their 
servants or their grocery bills. I was told that at 
regular intervals last year the Berlin water works 
employees and electric light workers would strike. 
Then the city would be without water and often in 
total darkness. 


Reading matter continued on page 100 











HARDWARE AGE 99 


ycilone Gates 


They Get the Business 


June 12, 1924 





Bitiiiiiiit 
SEREUREEEE! 
TAlaldichial 


UTRPRLHEEE ERE EEA 
CERUEEEPPECEEASERUH AEE 
Serre ere ee 


HELE EE 
HLPERELSAUAUECUHUUUN 
WPAN : 
sbssapaasasnnssaseases. BM Double-Drive Gates 

. Built in standard heights for openings 8 to 18 
ft. Furnished with wood post hinges, also fittings 
to hold one-half of gate while other half is used ft. 

as walk gate. Can't sag. 





Style “A” Farm Gates 


Frames extra heavy steel tubing. Built in 
48 and 54-inch heights for openings § to 16 
Fabric securely woven into frame work. 





Ornamental 
Walk Gates 


Frames made of heavy 


steel tubing with scroll 
top. Furnished with 
hinges and spring latch 
for wood posts. Frames 
painted green, 


There’s a big market and a 
steady demand for Cyclone 
Gates. The Cyclone line in- 
cludes Gates for every purpose. 
Built in a variety of patterns in 


Sell Cyclone Ornamental Fence, 
too. Every home is your pros- 
pect. So are schools, ceme- 
teries, parks, etc. 

Cyclone Fence and Gates will 








standard heights and opening help you get this business. Write 
sizes. for catalog and discounts. 





CYCLONE FENCE COMPANY 


. Factories and Offices: 


Waukegan, Ill.; Cleveland, Ohio; Newark, N. J.; Fort Worth, Texas; Oakland, Calif. (Standard 
Fence Co.); Portland, Ore. (Northwest Fence Wire Works). 


CYCLONE FENCE 


PROPERTY ° PROTECTION eo PAYS 


The ‘“‘Red Tag,”’ 
The Mark of Quality 





A OA the 


BABLOLK 


SPRUCE LADDERS 


Ladders That Sell Quicker 
and Last Longer 


The dealer has found from experience that a Babcock Spruce 
Ladder will sell more quickly in competition with other ladders. 
A Babcock Quality Ladder is recognized instantly by workmen 
as a ladder that will stand up under severe usage. 








You'll make no mistake in stocking Babcock Spruce Ladders. 


Everybody uses them—painters, carpenters, masons, mechanics, 
farmers, housewives. There’s a style and size for every purpose, 
and we pay the freight and ship promptly. 


Write for prices—today. 


W. W. BABCOCK CO., 


ee ee ee eee le eee 
* 

















100 HARDWARE AGE June 12, 1924 





WE COULD NOT 


Improve the Whipwell 


SO WE IMPROVED THE 
METHOD OF PACKING 





Runs Like a Watch 


Light But 
Unbreakable 


White Enameled 
Handles 


Each Packed in 
Sanitary Carton 

















EGG BEATER 








ORDER FROM YOUR JOBBER 


or 


C. H. & E. S. GOLDBERG 
585-591 Hudson St. New York, N. Y. 











——— ni = - — — 
VESS WORK IN RAZOR BVVING. 


RAZORS aT 
ake Good or We W! 


MR. DEALER: 
Sell More Razors by Using the Genco 
Silent Salesman Case 


100 Per Cent Profit on Every Razor Sold. 

Nationally Advertised and Absolutely Guarani- 
teed. 

This Assortment Consists of 12 of the Best- 
Selling Razors in the Genee Line. 


Price to You $12.00 with No Extra Charge for 
Cabinet. 





These Assortments Can Be Procurcd Through Your 


Jobber. If He Cannot Supply You, We Can. 


GENEVA CUTLERY CORPORATION 
Geneva, N. Y. 














FORTY YEARS OF HARDWARE 
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course gave positive instructions that no more 
chances of this kind should be taken. 

As a matter of fact, when we proposed to the Hon. 
Rolla Wells, the mayor of St. Louis at that time, that 
we move our stock of hardware from one building 
to the other by cables, he did not like the idea. He 
was afraid we would drop hardware on citizens 
using the street below. However, after a good deal 
of persuasion and the putting up of a $10,000 bond 
in case we injured any one, he gave us the permit to 
rig up our steel cables. 

The idea of moving a hardware stock in cars with 
wire cables came from my having seen ore in Colo- 
rado carried from a mine over the hills on similar 
cables. 

No More Freight Congestion 


I remember that we devoted a great deal of care 
and thought to the placing of our stock in the new 
building. The entire plan was worked out with the 
idea of economical and efficient handling. Very 
heavy staple goods were placed in the basements and 
on other floors near the shipping room. This resulted 
in the shortest possible haul in getting in and ship- 
ping out these heavy goods. We had steel chutes 
made on all four sides of our building. All heavy 
goods such as ammunition in cases, axes, etc., were 
shot into our basement without the use of elevators. 
After we were installed in our new building and had 
things going right, we never again had any freight 
congestion. 

Since we planned that new building in St. Louis, 
I have been through a large number of jobbing hard- 
ware houses and other industrial establishments. 
For the character of the business, I never have seen 
since that time a better arranged house. 


Everyone in the Open 


As I wish to write about this new building and be 
through with it, it is important to say that almost 
our entire office force was placed in one large room 
on the first floor. There were only three private of- 
fices and these offices were private in name only as 
they were always wide open. In the entire business 
nothing but flat-topped desks were used. As a result 
of this arrangement, anyone sitting in this. office 
could see everyone in the office. It is my opinion that 
an open office such as this has many advantages. 
There are many objections to private offices in a 
business. These objections I think are too obvious 
to outline. 

‘In those days almost every bank in the country was 
composed of a great many private offices. Every offi- 
cial had to have his own private office. You can go 
now from one end of this country to the other and 
you will find that all of the modern, up-to-date banks 
had adopted this plan of an open office where every 
official and every employee attends to his work in 
the broad light of day. If banking houses, conduct- 
ing confidential business, as they do, can have every 
officer sitting in one large open office, I cannot under- 
stand why it is necessary for industrial concerns to 
place their officers and executives in private box 
stalls. 

However, let me return to my story. At the time 
we bought the control in the Shapleigh Hardware 
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Co. their sales were running a little less than $2,000,- 
000 per annum. When we got under way, in some 
years the increase in our business was $1,500,000 per 
annum and in the ten years following we increased 
our sales on the average more than $1,000,000 each 
year for the ten successive years. -I do not believe, 
for a rapid increase in sales, that this record has 
ever been excelled or even equalled in the hardware 
business. It must also be taken into consideration 
that on account of our limited capital we could not 
push the sale of staple goods such as nails, tin plate, 
horseshoes and other lines that ran into money. 






We Concentrate on Specialties 


Right from the beginning we decided in a large 
measure to become a specialty house. Early and late 
we pushed the sale of cutlery, sporting goods, build- 
ers’ hardware, small hardware and other little and 
inexpensive lines that paid a fair and reasonable 
profit. While our competitors would load a customer 
up with a car of nails amounting in those days to 
about $1,000, we preferred to sell the same merchant 
from $300 to $500 worth of shelf hardware. We fig- 
ured that if the average dealer owed us $1,000 for 
nails, he would be using up his credit with us and 
that he himself, until he had paid for the nails, would 
not give us orders for other goods. It was therefore 
our policy right from the beginning to dodge all of 
this high priced staple business but to sell all of the 
small goods we could. 

In order to carry out this plan, it was necessary 
for us to train our salesmen to intensive work, not 
only with their catalogs but with samples. We were 
very generous in buying sample cases and equipping 
our salesmen with attractive lines of samples, but 
when a salesman was so equipped we checked up his 
orders very carefully to see that he was carrying and 
showing his samples. 


THE EY FRAIM LOCK CO. 


wrists: eee ee 





handle the 
genuine FRAIM 


padlocks and night 
latches. 





Mark-Ups and Turnovers 


HE following letter from J. L. Meredith, Jr., of 
West Chester, Pa., needs no further comment—it 
speaks for itself: 





SY SY ENV MNT MEN AT ANG ET EE MS A A dl 


We are the sole and 
only manufacturers of 
genuine FRAIM locks. 
For 44 years the Fraim 
trademark has appear- 
ed exclusively on our 
product. 


“IT am very glad to report I am extremely busy, but 
I must take a moment to write a line as to the sixth 
article that Mr. Frank Mappes wrote, known as ‘Mark- 
Ups and Turnovers,’ which appeared in the May 22 
issue of HARDWARE AGE. 

“Seventy per cent of the hardware merchants, in 
my judgment, need to cut out the wonderful motto 
shown on page 41, worded as follows: ‘Low turnover 
and high mark-up or low mark-up and high turnover.’ 
Let him study it thoroughly and act accordingly. I 
‘ have heard a number of times of the four-five-six and 
seven turnovers and that always seemed so odd to me, 
as I could never get over two turnovers and once two 
and a half, and I have always got results. I never 
was a believer in volume. One of the main things, 
and so few have it, is as per the rule, common sense 
backed by merchandising instinct and science of mer- 
chandising; nothing more can be said. 

“Mr. Mappes certainly has written a wonderful 
article, and if the individual hardware man can’t see 
it and act accordingly he is lost in the shuffle.” 


Reading matter continued on page 102 
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Write for our new illus- 
trated Catalog No. 28 





THE E. T. FRAIM LOCK CO. 
LANCASTER, PENNA., U.S. A. 


Selling Agents in 
New York Boston Montreal Nashville 
cago Seattle Vancouver Atlanta 
Detroit Ogden, Utah Philadelphia New Orleans 
San Francisco Los Angeles Baltimore Winnipeg 
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and of the bills now pending before the 
Committee on Interstate and Foreign 
Commerce, has issued an address to the 
women of the country lining them up in 
favor of a carefully considered law that 
will legalize contracts under which the 
prices of trademarked or otherwise 
identified merchandise may be main- 
tained. The accomplished Congress- 
woman, who has the distinction of being 
the only female member of the present 
House of Representatives, says: 

“The retail buyer is the most impor- 
tant factor in the entire fabric of trade. 
All the effort of planning, producing 
and selling is to secure the consumer’s 
favor. The consuming public is the 
final judge and jury upon whose verdict 
commercial success depends. The con- 
sumer, therefore, is the one most vitally 
concerned in any legislation designed or 
calculated to encourage quality produc- 
tion. 

“T am in favor of the proposed legis- 
lation restoring to producers of branded, 
quality goods the right to establish 
standard retail prices on their products 


because I believe such a system helps. 


and protects the consumer. When I say 
‘consumer’ I am thinking particularly 
of the women of the country. It is esti- 
mated that at least 50 per cent of all 
merchandise used in the home is bought 
by them. Women buy 96 per cent of 
all dry goods sold, 87 per cent of the 
food, 48 per cent of the hardware and 
house furnishings. I have even seen it 
stated that they buy 31 per cent of all 
the clothing used by men. 


Believe in Branded Goods 


“The women of the country are thor- 
ough believers in standardized branded 
goods. Such goods are the yard sticks 
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by which they measure unidentified 
merchandise. 

“After long satisfactory use they 
have come to regard as standards of 
value in many lines articles whose 
names are household words in millions 
of homes. All this promotes stability 
and economy in production which is di- 
rectly in the public interest. 

“IT have in my possession a list of 
women’s clubs which have passed reso- 
lutions officially indorsing standard 
price legislation. It includes 200 well- 
known organizations situated all over 
the United States.and representing al- 
mest every State in the Union. 

“In the mind of the average woman 
definite prices and definite qualities are 
inseparable. When she is accustomed 
to using the same brand and finds that 
the price of this brand has suddenly 
shifted her first thought is that the 
quality has changed too. She loses 
faith. 

“When prices become unsettled qual- 
ity must deteriorate. The producer, 
whether he be a grower of fine fruit or 
the maker of fine underwear, whose 
distributors indulge in cut-price com- 
petition in his product, and use his good 
will as advertising bait, must cut his 
quality to meet the demoralized market 
or go out of business. 

“But when stable standard prices 
prevail the competition is wholly one 
of quality. The producer under such 
conditions must seek the consumer’s 
favor through quality alone. His busi- 
ness can only come through giving bet- 
ter value at the standard price. 


Cut Prices to Make Sensation 


“Legitimate price changes seldom 
come suddenly. They are due to funda- 
mental changes in production and dis- 
tribution. Sudden retail price reduc- 
tions are almost invariably due to an 
effort to attract trade by selling stand- 
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ard articles sufficiently below the nor- 
mal price to create a sensation. 

“The merchant loses on the sale of 
these popular articles but he more than 
makes up the loss on sales of unadver- 
tised and unknown unbranded goods 
upon which the merchant can safely 
tack an exorbitant profit and which the 
consumer buys under the false impres- 
sion that they are equal bargains. In 
the end the consumer loses. 

“Standardization is the consumer’s 
greatest protection and standardization 
of quality is impossible without stand- 
ardization of prices.” 


President Wants Another Tax Law 


President Coolidge has given Con- 
gress a bad quarter of an hour by his 
declaration that the tax reduction bill 
just enacted does not meet the situation 
and that the matter must be taken up 
again at the short session next winter. 
Tax reduction but not tax reform has 
been accomplished by the hybrid law 
just placed on the statute books, ac- 
cording to the President. 

The most experienced observers here 
see in the President’s declaration a 
strong probability that Congress will be 
called upon to convene immediately 
after the November elections instead 
of waiting until the first Monday in 
December. With all the annual appro- 
priation bills to be considered, and with- 
out taking into account a number of im- 
portant general legislative measures 
scheduled for the short session, it 
would seem to be a physical impossibil- 
ity to secure the enactment of any com- 
prehensive tax legislation next winter. 
The President is exceedingly resource- 
ful, however, and by starting out bright 
and early in November he may be able 
to obtain the passage of a carefully 
drawn, compact measure dealing solely 
with tax administration and not with 
rates. 


Builders’ Hardware from the Ground Up 
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Fig. 201 are shown two designs, A shows the lack of 
restraint peculiar to this period, while in B the shells, 
flowers and wreaths are employed, but with more re- 
gard for order. 

The refinement of the Louis XVI period is very 
noticeable in the examples of hardware shown in Fig. 
202, and well-balanced simplicity predominates. In E 
and F' are shown “sectional trim” treatment, which is 
quite appropriate to the dignity of this style. 

Two very good designs suited to Moorish architec- 
ture, which developed in southern Spain from the ninth 
century until the Moors were driven out by Ferdinand 
and Isabella in 1492, are shown in Fig. 203. The 
Moors left as an example of their architecture the 
king’s palace, the Alhambra at Granada. Note the 
tracery of geometric patterns of interlacing lines and 
in A the cusped horseshoe arch. 

Hardware of the Empire period is shown in Fig. 
204. In A is shown the adaptation of several of the 
Greek and Roman symbols. The meander border, com- 
monly called the “walls of Troy,” the “griffins” at 


the top representing the guarding of their gold, the 
“dolphins” at the bottom signifying the heir to the 
throne of France, and the upright “torch” on the knob 
being the symbol of joy and unrestraint. B shows the 
torch that appears in A and the Roman wreath of the 
victor. All of these are symbolical of the desire for 
pomp and grandeur of the Empire period. 

In connection with the large range of ornamental 
designs in hardware conforming in decoration with the 
various architectural periods, it is well not to overlook 
what is well described as plain designs, that is, knobs 
and escutcheons without any ornamentation. 

The simple plainness of these is their principal 
charm, and has a very strong appeal for many people. 
A smaller mistake will be made if plain hardware be 
used than if a poorly selected ornamental design be 
used, especially if there is not too much display made 
of the hardware. Care should be used to select sizes 
of escutcheons and other pieces, and of finishes, so it 
will all harmonize with its surroundings and look as 
though it were there for use rather than show. 
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Your store may not be crowded but you will see him 
standing in front of your window. What he wants may 
not be displayed there. He steps up to the door and 
hesitates—right before his eyes is just the thing he 
wants! “Perfect” Hardware Cloth. 


No other invitation is necessary. He feels right at 
home—and in he comes, and the sale is made. 


Ask your Jobber to show you samples. 





Cee UM nn 


LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 


MORALOUTOLUTUULALU LU 





GRIFFIN — 


the hinge that is made _ 
of specially rolled steel — crirFin Hinges are 


made in a wide va- 
e * e e ri of sizes and de- 
under rigid inspection ‘ign to answer the 


requirements of all 









to combine enduring  “witwaion. 


GRIFFIN Hinges are 





We Also Manufacture 


strength with a finish sande entviy'in ow Haypo and Safety " 
of lasting beauty. seat bo ae tan Poe eee and Deer 
packed one pair in Brackets Penaie Plates 
a box with screws to Drawer Pulls, Door ' 
ee sick anil s Lift 
as an creen wets, 
Write today for our price list and the catalog of the oo ee 
complete GRIFFIN Line Corner Ivone, Washers. 
etc. 
: GRIFFIN MANUFACTURING COMPANY 
45 Warren St., New York Erie, Pa., U.S. A. 74 W. Lake St., Chicago 
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= Buy Ferry Process Screws 
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and Satisfy Your Customers 


The following is taken from a letter sent us by 
a large jobbing house. It goes to show that 
once a customer has used Ferry Process 
Screws he will not be satisfied with a substi- 
tute: 


“We wired you today as follows: 
‘Express quick one thousand Cap Screws 
order twenty eight fifty nine.’ 
“On this order we specify 5000—54 x 2S AE 
Hexagon Cap Screws, and our customer tele- 
phoned the writer today requesting we see to 
it that 1000 of these are sent at once by ex- 


press. We are up against it, and must have 
these at once. Due to the fact that they have 
become very much attached to the Ferry Cap 
Screws, WE CANNOT SUBSTITUTE, and 
are entirely dependent upon you.” | 
Don’t substitute—give your customers what 
they know to be the best—Ferry Standard Cap 
and Set Screws. 

Ferry Process Screws are packed in con- 
venient cartons for the hardware trade. Im- 
mediate delivery. Let us quote you our 
prices. 


“If it’s upset—it must be heat-treated” 


THE FERRY CAP & SET SCREW CO. Cleveland, Ohio 





PROCESS SCREWS 
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HERE isn’t a “regular feller” in 
kidville who hasn’t a soft spot in 
his heart for a set of tools. 


This particular weakness isn’t 
shaken in childhood like a first set 
of teeth. 


Of course, all boys don’t grow up 
to be professional mechanics. 


Nevertheless, did you ever see the 
man who, upon seeing a neat pair of 
pliers, didn’t pick them up, examine 
them, try them? 





You can readily see, then, that a tool 
packed ina Warren Display Con- 
tainer stands about ten times more 
chance of sale than a tool packed in 
the old solid box and stowed away 
on the retailer’s shelf until asked for. 


Warren’s Display Container will 
make your article an active article 
because it places it where activity is. 
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Here’s an “Inside Tip’’ on a Sales Leader 


The Deming Atlas Pump is one of the biggest sellers in the Deming 
Line. Its popularity with the trade enables us to produce it in cost- 
-cutting quantities. 

For this reason you can sell it at a price that meets. any competitive 
price and still deliver the extra quality which is so apparent in the 
detail view and specifications herewith. 

Cylinder is brass lined. Cylinder and walve decks cast in one piece— 
can’t pull apart. Valves are metal, faced with rubber. Valve seats 
brass. Gears machine cut and enclosed by cast iron gear guard. Bear- 
mgs are babbitted. Crank end of connecting rod has split boxes for 
taking up wear. Drain plugs provide insurance against freezing. Oil 
pockets and cups insure thorough lubrication. Cross Head guide 
keeps all moving parts in perfect alignment. 


Complete Pump Catalog on Request. 


THE DEMING CO., Est. 1880 SALEM, O. 


The nearest distributor will work with you for mutual profit. 
PED sccd.ctecsees sews Southern Supply Co. 





ert aN 6: tt ap sh tb ah et Henion & Hubbell, 217-221 N. Jefferson St. 
Dt bet e60 #6 6:2 ve eee es Hendrie & Bolthoff Mfg. & Supply Co. 
DETROIT .................+ Standart Bros. Hardware Corp. 
J’ 2s rear English Tool & Supply Co. 
EE sn os + oho deed 6 et Laib Company. 
Ones vewee @ 4 606es es Sydnor Pump & Well Co. 
. “s ” — : ED 6 ©é6.c.e¢0 0065 00s Central Supply Co. 
Pump “Fie. 691 5 gear sirens ew, a rr Hee Harris Pump & Supply Co., 316 Second Ave. 
SAN FRANCISCO ....cccccecce Crane Co. 


supply and pneumatic service. 











BYGUMAGRAM 


200% PROFIT ON ONE! 
175% PROFIT ON MORE! 


Are YOU interested? 
Then send 25c in silver or postage stamps, and we will 


send you ONE— 






Post Paid. 





You will sell it for 75c. 


Then you will order by the dozen at $3.50 and sell 
them for $9.00, by Gum! 


NORTH WAYNE TOOL CO. 


HALLOWELL, MAINE 


HORATIO S. EARLE 


Sales Office, 1409 Ford Bldg., Detroit, Mich. peeilitadicesi: Gatien, titan 
resident an os aan 


Axes, Scythes, Grass Hooks, Grass Shears, 
Corn Cutters, Hay Knives, Bread Knives, Etc. 
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CLAMP 
Adjustable to fit ary Lose of ary stze 


Be sure you get 
what you pay for! 


When you buy Universal Hose, 
Clamps make certain that. the 
name is on every box and carton. 


Also look for the 
“bead,” a patented 


This patented 
and exclusive fea- 


“bead,” or ridge, 





, 
FN Hy 
. Pos Se. S 
IN me ne RR UNG Rate a 


we 








Patented Jan. 22, 1924. Accept ne infringement or imitation. 


NO ODD LENGTHS 


LEFT OVER 


It comes on reels 


On most kinds of weatherstrip a lot of your profit 
is lost in the left over ends. Wirfs’ HOME 
COMFORT WEATHERSTRIP comes in one 
continuous length of 500 or 1000 feet on a reel. 
It is insulated with a rubberized material that is 
moth and vermin proof. It will not deteriorate 
with age. 


Carpenters and home-owners endorse this strip 
as the most practical and economical strip on the 
market. The HOME COMFORT WEATHER- 
STRIP when applied to doors and windows 
forms a contact that is weathertight, waterproof, 
flexible. noiseless, and adjustable to wavy sur- 
faces and alignment: it is also rustiess, contains 
no metal and is thererore non-conductive ot heat 
or cold. 


This is the time of vear that home owners are making 
repairs and improvements. Get a reel of this weather- 
strip and display it on your counter. It sells easily and 
pays vou a good margin oi profit. Send for prices and 
samples. 


E. J. WIRFS 
128 S. 17th St. St. Louis, Mo. 


Sole manufacturer and patentee 
WIRFS’ 


HOME COMFORT 
WEATHERSTRIP 


Easy to apply—Simply tack on—Turn the corners. 











ture of all Uni- 
versal Clamps. 
No clamp is a 
genuine Univer- 
sal Clamp with- 
out it. Likewise, 
look (for the 
scores between 
holes — another 
patented Univer- 





is located on the 
bolt and nut end 
of the strip. The 
pressure of the 
nut bears’. the 
overlapping metal 
firmly against 
this ridge. The 
result is a leak- 
proof connection. 


* ized, not heat treated. 


sal feature. 





The Scores Between Holes which you will find 
only on genuine Universal Clamps, make it 
very easy to break off the overlap. They leave 
the edge smooth and clean. They also speed 
up the job. No twisting or wrenching—just a 
quick snap with the fingers or a pair of pliers. 


Accepted by the Trade 


Specify the genuine Look for the name 
Universal Industrial Corp., Hackensack, N. J. 


at 


One size—1 to 3 inches Ce we eile eae e'ble 
—is adjustable to fit any 
hose of any size. We 
also make a clamp 
called “Junior,” to 
Satisfy the occasional 
needs of hose 4 inch 
to 1'/2 inches. 


fees e'e se ee sisiv @ 
(relelaleteleieiee 


Yo. furiurtt Pr | 
” eee 0 2 a8 * 


Universal Hose Clamps 
are “Electro” galvan- 


They are rust proof 
throughout and main- 
tain a high standard of 
quality that makes them 
so acceptable to the 
trade. 





KNOWN TO THE TRADE FOR YEARS 
USED BY THE TRADE FOR YEARS 
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BELT RIVETS TRUNK RIVETS 


AND BURS AND BURS 
Nos. 3 to 15. 
All lengths & 


boxed, uniform No. 9 in all 

; 1 rom 
tly ig Fy l MP to 1," 
3, and 5 pound 
HOSE RIVETS BRAZIERS’ RIVETS 


AND BURS OVAL HEAD 

: Nos. 00, 0, and. 

Nos. 7 and 8 in 1 to 10 inclus- 

all lengths from a e ¥. 2 all 

to 1%". engths from 
‘ * 4%” to 14", 5 
pound cartons. 


BRAKE BAND 


RIVETS 
Nos. 7, 8, 9, 4’ Nos. 7, 8, 9, 10, 
length, shank diam- 12, in all lengths 


eter 114", 50", %”. from 3%” to 1”. 




























We have never at- 



















tempted to manufacture 





SPECIAL RIVETS. 
Flat and Cone Head Braziers’ Rivets, 
and Copper or Brass Rivets of special 
shapes and sizes, made to order. 





ad é¢ 
our rivets-to sell ‘‘at a 





° 99 
price,’ as we have al- 


Correct proportions, accurate dimen- 
sions, extra large heads, pure copper, 
superior working properties, and con- 
venient packages—all characteristics of rendering the utmost 
Rome Rivets—are the qualities which 
build customer good will for the dealer service to the actual 
who sells them, and assures satisfaction 
to the man who uses them. 


ways felt that we were 


consumer by providing 
Send for price list 


Rome Brass and Copper Company the best article of its 
ROME NEW YORK 

BRANCH WAREHOUSE: kind that can be made. 
3649 So. Racine Ave., Chicago, IIl. , 


Member Copper and Brass Research Association 
2270-P 


RARATTTU TT 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 





| COPPER RIVETS & BURS # 


: . * 
ee ee 


~ e 


R 


BRASS ROM F. coprer g 


, 
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EVERE CORDS not 
R only look the 
part but act as good as 
they look. 


There isn’t any bet- 
ter combination for 
long time tire service 
than a Revere Cord 
and a Revere Tube. 


The new 30x 3% inch 
R-Tread Cord means 


increased sales in the 


light car field. 


REVERE RUBBER COMPANY 
1790 Broadway New York 


AGE 




















BROADCASTING 


Your 
Sales Message 


The “static” interference 
of business depression is 
clearing up. Buyers are 
again “listening in” for 
favorable opportunities 
and making their pur- 
chases with greater free- 
dom. It’s the opportune 
time to “tune up” your 
sales effort. 


Between sunrise and sun- 
set each working day 
hundreds of orders are 
now being placed for the 
very products you are 
trying to sell. Are you 
getting the benefit of 
these purchases or are 
you losing sales because 
you failed to “broad- 
cast’? 


Your sales message will 
be “transmitted” at the 
proper “wave-length*”’ 
in HARDWARE AGE. 


*Wave-length applied to advertising in Harmpwarz Ac 
means reaching maximum buying power at minimum 
cost and effort. 
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Stock “Cleveland” 


Pump Chain and Pump Buckets 


—and stop worrying about turnover. 
More and more people are mending 
and repairing their hand pumps. They 
have found no substitute for cool, 
clear, delicious well water. You can 
find no substitute for “Hodell’’ Pump 
Chain. It will double your present 
chain profits, because it moves. 


‘““Hodell’”” Pump Chain, ‘“Cleve- 
land” pattern, comes in two popular 
sizes, No. 5 and No. 6. Hot galvan- 
ized, strong and durable, it will out- 
last other makes. Packed in conver- 
ient 100 Ib. kegs and 500 Ib. casks. 


“Cleveland” and “Standard Ex- 
pansion” rubber pump buckets fur- 
nished in standard size. Packed 
conveniently 500 toa keg. Prices and 
samples on request. 


“Cleveland” 


“*Standard 
Expansion” 





The Chain Products Co. 


Established in 1886 


Cleveland, Ohio 





Our general trade name for the 
whole Chain Products family 
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“15-Y” 


—Fhe Answer 














Solve Your Garage Door 
Problem In The 
, Right Way 


Every time a garage is built, someone is 
burdened with a great deal of unnecessary 
worry about the method with which the doors 
will be hung. There are many ways of solv- 
ing the problem, but a FrantZ “15-Y” set 
is the most effective. 


With the “‘15-Y” the builder may roll the 
doors around the corner and out of the way. 
The ease with which the set operates is re- 
markable. 

The purchaser of a ‘‘15-Y” set has his 
satisfaction guaranteed him, for like all other 
FrantZ products, it has a guarantee that 
matches its distinctive label in color, packed 
with it. 

More than that, there is a distinctive merit 
to the line of hardware packed in boxes that 
are adorned with bright orange labels. 


Write us for further information and a 
catalog, if you wish. 


‘RANT 


MANUFACTURING CO. 








Sterling, Illinois 


‘Distinguish the Hardware by the Label’ 





110 





HARDWARE AGE June 12, 1924 








Combination 
Service Wrench 


Does the work of a good monkey or pipe } Oy 

wrench. Made of a forged steel bar case : 

hardened throughout. Construction has 

double strength. A time saver. Does | 

away with carrying two wrenches. Guar- BEMIS & CALL CO. | 
> an 4 r ‘ we 

anteed. Sell them and better please you Springfield Sides. 0. 8°% 

customers. Write for prices. 

















Walden-Worcester Display 
Boards Will Make Money 


for You 


The board illustrated con- 
tains five each of eight of 
the fastest-selling stock 
numbers. 


The Dealer that 


stocks 


se 


GENUINE 
ARMSTRONG 


Stocks and Dies 





It takes up little space in 
your store—3’9” x 1’. 


It will hang on a-wall or on 
a post. 


The investment is small. 


The turnover should be at 
least five or ten times a year. 





Whether you are a large or 
Holds the small dealer, you will find 
our display boards profit- 
TRUMP CARD agai 
Walden-Worcester 
INCORPORATED 
The Ar mstrong Mfg. Co. General Offices and Factory 
Factory and Main Office New York Office Worcester, Mass., U. S. A. 
Bridgeport, Conn. 248 Canal St. 
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Quick Turnover! Anchor js; Brand! 
< Ball Bearing Clothes Wringers 





Bicycle Guarantee 
OO cvvvecistceeecteses L .... SPEETeE Tee eee 5 Year 
Send for Price List 
LOVELL MANUFACTURING CO. _ ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the W orld 


Boston, 52 Pearl St. Chicago, 52 E. Lake St. New York, 86 Warren 8t. 
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“Perfectly Satisfied with Kalkaska 


Handles and Service” 


—is the written expression of a prominent Metal Products Manufacturer 
who supplies the market with high grade Curry Combs. 

Kalkaska Handles are used because they are faultless. These smooth, 
perfect “turnings” are in keeping with any high quality product so neces- 
sary to satisfy particular customers. 

Kalkaska Prompt Service is known to please every manufacturer. Let 
Us Help You Satisfactorily Solve Your Handle Problems. Write today. 
Above mentioned manufacturer’s name upon request. 


KALKASKA HANDLE CO., Kalkaska, Mich. 
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Sell Them 








HACK SAWS 








** Mechanics who know, 
use them’’ 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 











It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use he keeping the bits in order and near at 
hand, preventing loss, ete. Try i 


Forstner Bits are the only bits ie are not dependent on a center or & 
level to guide them. They cut from the outer rim. The entire surface is 


at work all the time; no jagged ends; every part of the work is smooth and 
CLEMSON BROTHERS } polished. They bore their way through hard, knotty, cross grained wood, 
9 nec. leaving a smooth hole and clean, polished surface. 
Let us send you catalogues. Order through your jobber or direct. 


Middletown, N. Y. The Progressive Manufacturing Co. 


TORRINGTON, CONN., U. S. A. 
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“7 =O STANLEY 
“Ay BOx STRAPPING 


Se 


= at i No. 3000 “Twinrold’—Self-Tightening 
“- is coiled double and has great 
EE egal hg = e ribs allow nails to be driven eb 


rength. 
liquely, taking up a. slack and drawing the strap tight. 


THE STANLEY WORKS 
New Britain, Conn. 
New York Chicago SanFrancisco Los Angeles 
Seattle 


— 


\\ 


Manufacturers of Wrought Hardware 
and Carpenters’ Tools 
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PROTECTION 


That's what customers get with the 
Ico Dead Bolt Night Latch. One 
turn of the key backwards in this 
latch locks both bolt and inside 
knob. Once locked there is no forc- 
ing back the bolt or opening the 
deor without the proper key. Big 
seller for homes and stores. 


We also make over 1,000 styles of . 
Key Blanks. Write for Catalog 6 
and Prices. 


Gi) INDEPENDENTIOCKCO.@> 


Leominster Mass., U.S. A. 


Manufacturers of + ata oom. Padlocks, and 
zn 
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Anchors At Any Depth 


Needs No Sleeve or Collar 


The “Forway” Expansion Bolt will not creep forward. 
The square nut gives four points of contact to the inner 
walls of the hole, insuring perfect anchorage. The new 


“Forway” 
Expansion Bolt 


is made of “‘Certi- =u 
fied” maileable bee 


iron. 





It lasts indefinitely. 


Users say it is the 
Best Expansion Bolt 
made. 





There’s a “Forway” Expansion 
Bolt ready to mail for every 
interested Dealer. 


Write for Your Sample and 
Prices. | .* - 


U. S. EXPANSION BOLT COMPANY 


139-141 Franklin St., New York City 


Manufacturers—Patentees 


USE) 














BATHWHITE 


(Reg. U. 8S. Pat. Off.) 


CABINETS 


BUILT 
TO 
LAST 


We offer wall 
and recessed 
cabinets in seven 
sizes and de- 
signs. 





EALIZING the constant demand for a better 
: Medicine Cabinet, something built to last, 
we have concluded, to make and offer to the trade 
our BATHWHITE Steel Cabinet. | 
All Cabinets in this line have been developed to 
retail at medium prices. A trial order will quickly 
convince any dealer that BATHWHITE Cabinets 
will attract his customers—as the quality of finish 
and the design and construction is the best used in 
any Cabinet regardless of price. 

Write us for prices and deacriptive folder. 


E. H. TITCHENER & CO. 


Manufacturers of “Bathwhite” Fi:tures 


BINGHAMTON, N. Y. 















“Sonny! Close that 


DOOR" 


\ N ((({(1 y y 
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The Superior 
Screen Door Catch 


H OW often have you heard this frenzied cry, 
followed by the exclamation, “Shoo! Fly, 
‘ Shoo!” Boys—as well as many grown folks— 
will be careless, and as long as that condition 
exists the Superior Screen Door Catch will play 
an important role in every household. The Su- 
perior Catch sells easily because of its utility and 
appearance. It requires only a small capital in- 
vestment to keep a stock of these catches on your 
comets and your profits will be quick and grati- 
ying. 


If your jobber cannot supply you immediately—order direct! 


SUPERIOR DOOR CATCH CO. 


Superior, Wisconsin 
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MACHINE WOOD SPECIAL 
SCREWS RIVETS 
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Continent 





IplomarlarlS 


(Reg. U. 8. Patent Office) 


WOOD SCREW CO. 
New Bedford, Mass. 












LIDSEEN :2c:e-OILERS 


Lidseen Positive Force Feed Oiler 


because he knows he can regulate the flow of oil by 


means of the operating lever. He also knows the 
spout cannot become clogged, as Lidseen Oilers are 
Force Feed and eject all dirt from the spout. 

A Lidseen Oiler will outlast any other oiler made. 
Constructed of heavy steel—All welded. 

You need only to show the Lidseen Oiler to sell it. 
a Serre numbers. Copper plated or gun metal 

nish. 

Ask your jobbers’ representative 
or ask us 


LIDSEEN PRODUCTS 
832-840 So. Central Ave. Chicago 











Sell Easily 


price. 





! 
Long Neck Type too. 


Just write for prices today 


EUGENE DIETZGEN 


Right goods at right pfices 
continuously since Year 1885 
Branches 
Chicago New York 
New Orleans Pittsburgh 
Sen Franci _ Factory 
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“Globe” 
Plumb Bobs 


as they are perfect in balance, attrac- 
tive in appearance, and reasonable in 


Made of brass, with screw caps and 
steel points, in both long and short 
neck types, they fill all requirements. 


Furnished in short neck type in 6 
and 8 oz. weights, and in long neck 
type in 6, 8, 10 and 12 oz. weights. 


Not only easy to sell, but profitable 


CO. 


Philadelphia Washington 
Milwaukee 


, Chicago, Illinois 
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Quicker Selling 














Heller Shelving in Payne-Cummings Hardware Co., North Adams, Mass. 





Nee ee | 


The speed with which you can serve a customer is a 
factor that brings him in to you again. With Heller 
Swing Door Cabinets you can do more than serve a 
customer promptly, you can also create a prosperous 
appearance that advertises your service to every shop- 
per. Because Heller equipped stores are so thor- 
oughly prepared for quick selling, they get the busi- 
ness. Write for catalog No. 26-A TODAY. 


W. C. HELLER & CO. 


Main Office and Factory 
700 Wabash Ave. 
Montpelier, Ohio 


Eastern Display Rooms 
t 


esey 
New York City 
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Voss Self-Draining Tub 
Equipment No. 3 


Standard equipment for the owners of swinging 
wringer washers, with the convenience of stationary 
tubs. No water lifting or backstrain. Will drain 
either direct to floor outlet or into water bucket under 
bench. The tubs are 17 gallon capac- 
ity, fitted with rubber plugs and drain 
pipe. Strong angle iron bench. 


An item that offers wonderful sales 
among restaurant owners 
for washing dishes. Can 
also be sold for pop 
stands, for cooling pur- 
poses, canning. etc. 


Meets the 
» demand of 
campers 
for practi- 
cal utility 
tubs. 















Liberal margin 
for Dealers. A 
profitable line 
for you to han- 
dle. 


Write for de- 
tails and prices. 


' 
{ 


L 
VOSS BROS. MFG. CO. Psvenper 








GET YOUR SHARE OF THE 
CORN SHELLER BUSINESS IN 
YOUR TERRITORY THIS 
SEASON BY STOCKING THE 


RAPID 
CORN SHELLER 


THE BEST AND LOWEST 
PRICED SHELLER EVER 
OFFERED TO THE TRADE 


Finish, Surpass 
Quality any others 
and on the 
Weight market 





a 


Write for illustrated circular and price list. 


STAR HEEL PLATE CO., 


Louis Sacks, Inc., 


357 Wilson Ave., Newark, N. J. 











Due for a 
Drenching! 


Garden hose will soon be brought 
out of its winter “resting place.” 
Lawn — time is close at 
hand. Be prepared to take care 
of the demand for better fittings 
—and see to it that Sherman 
Wrought Brass Fittings are put 
on the hose you sell. 






Diamond Nezzle 
Take for instance the new Diamond Nozzle—made 
of heavy wrought brass throughout. A perfect spray 
and an insurance against wet feet. The user escapes 
the leaking, drizzling nuisance of a faulty nozzle. 





The Diamond is larger and 
throws more water farther. 
Made in 34.” size only. 


The Sherman Hose Clamps 
set the pace and need no 
introduction. They are rust- 
proof and can be used over 
and over again without wear. 
Clamps are subject to rough 
treatment and Sherman 
clamps are made to stand 
the wear and tear. Only 
wrought brass is used—and 
no other material. Made in 
every size for any kind of Sherman Hose Clamp 
hose. (Patented) 


H. B. SHERMAN MEG. CO. 
Battle Creek, Mich. 














REGISTERED TRADE MARE 


POULTRY SUPPLIES 


If Your Jobber Cannot Supply 
| You, Write Direct to Us 
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ROUND FEEDER CAN BE 
RETAILED AT 15c 


DAYTON CHICK 
FOUNT PAN ONLY 
DOUBLE FEEDING TROUGH 10 cts. RETAIL 


Without joints, can be used for two different kinds 
of food at one time—lid will slide or snap on and off. 


Best 25c. and 50c. Retailer 


The Dayton Toy & Specialty Co. 
1021 East Fifth Street, Dayton, Ohio 
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BRAND 


These guaranteed Cut Tacks 
drive easily because they have 
Needle Points and Perfectly 
Centered Heads. 

They sell readily because 
your customers are assured of 

- Full Weight and Full Count. 
Also Basket, Clout and Trunk Nails. 


If your: Jobber cannot supply you— 
write us direct. 





BAUR TACK CO. Indianapolis, Ind: 


Cut Tacks 








— The New 
Boston Rubber Chair Tip 


SprinGriP 
Trade Mark 


The Tip and Its Parts 


Brass Nail 


Brass Washer 


> 





The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 
Same. 





Spring 
Socket 





ye } 


Patented 
Send for Catalogue 





Manufacturers of Rubber Specialties 


THE ELASTIC TIP CO. 


370 ATLANTIC AVENUE BOSTON, MASS. 








. Sales of Navy Surplus + 
by Public Auction 


Cc 
T 
as Follows O 


20 6 IO 


Sale of 18 June, 1924—Catalog 561-A 


AT THE NAVAL OPERATING BASE, HAMPTON ROADS 
VA., Offering: 6,571 tons Class A Armor Plate; Dishes and 
Galley Equipment; Tools; Binders and Flags; Plumbing Fix- 
tures, Fittings and Tubing; Valves; Blocks, Lizards and _ Pins; 
Electrical and Radio Equipment; Hardware: Packing; Engine 
Parts; Machinery and Parts; Instruments of Precision; Paint; 
Awnings, Covers and Hangars; 13,100 gallons Oil; Tires and 
Wheels and Freight Lighter No. 67, length 85 feet, breadth 35 
feet, capacity, 300 tons. 


Sale of 19 June, 1924—Catalog 562-A. 


AT THE NAVY YARD, NORFOLK, VA., Offering: Boat 
and Ship Bittings; Electrical Material; Bathroom Fittings; 
Heat Insulating Material; Packing; Hardware; Small Tools; 
Pipe Fittings; Paint; Office Supplies; Glass; Machine Parts; 
Lumber; 16,000 Ibs. Brass; Engines and Parts; Machine Tools; 
Scrap Metals; 162,000 Ibs. Hull Steel; 100,000 Hinges; 50,000 
Hooks; 120,000 gross Screws; 753,000 Ibs. Angles and Chan- 
nels; 200,000 Ibs. Structural Steel and large quantities of Steel 
and Steel Shapes. 








Sales will be held on the dates specified at 10:00 A. M. (East- 
ern Standard Time) unless otherwise stated in the eanalogme, 
under the auspices of M. FOX & SONS CO., AUCTIONEERS, 
114 So. HANOVER St., Baltimore, Md. Catalogue of sale 
contents all details as to descriptions, Terms of Sale, etc., 
may be had upon’ application to the Auctioneer, the Supply 
Officers Naval Operating Base, Hampton Roads, Va., and Navy 
Yard, Norfolk, Va., or the 


CENTRAL SALES OFFICE 


Navy Yard, Washington, D. C. 











BARNES 


House Force © 
Pumps 


A complete, attractive 
kitchen pump for every 
purpose. Barnes Pumps are finished 
in bright red with deep bronze trim. 
Furnished in both stationary and wall bracket 
styles. Cylinders are brass—or nickel plated 
brass. - 





The Barnes name on a house force pump is a 
guarantee of good workmanship and high grade 
material. 


Write us for 
further descrip- 
tion and prices. 





The Barnes 
\ Mfg. Co. 


Mansfield, Ohio 
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No. 15 Bag Set 
Includes 6 Alien-pro- 
cess heragon sockets 
with “‘L’’ handle, as- 
sembled in a durable 
bag. Handle fitted 
with epring friction 
balla to hold sockets 
in place when in use. 
Sockets chamfered for 
close work; guaran- 
teed against break- 
age. Liat price, $1.59. 


ALLEN WRENCH SETS 


with cold-drawn sockets come in combinations covering 
every wrench requirement of mechanics and car owners. 
Box Sets and Bag Sets—embodying all features of high- 
grade mechanics’ tools in the handiest possible combina- 
tions. Write for booklet and proposition to the Dealer. 


THE ALLEN MFG. CO., fixpfForD, CONN. 
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MADE GOOD 


SOLID 
SAL AMMONIAC 
On its fifth birthday, 
Speco is the standard 


practice for cleaning 
soldering irons. 





Send for a sample to 


Special Chemicals Co. 
Highland Park, Ill. 
























THE TACK 


Robertson “Horse Shoe Magnet Hammers” 


a high grade line with a good profit to dealers and 
jobbers. Catalogues and discounts on request. 
Silver Medal (Highest Offered) Panama-Pacific Exposition 


ARTHUR R. ROBERTSON, 144 Oliver St., Boston 























Russell anni gs\ 
aq Auger Bits €& 


I Setisfied ie 
a Customers a EE 
Profitable Wy / 

Sales 


Our bits and braces have been accepted as standard by the 
finest woodworkers for over fifty years. Bits for every 
purpose—auger bits, dowel bits, car bits, machine bits, etc. 


Send for booklet, 
Russell Jennings Mfg. Co. 


Chester, Conn. 



























- COMBINATION 
SOLDERING AND TINNING FLUX 


A complete substitute for dangerous acids, Zinc-Chloride, Salamoniac 
and other mixtures commonly used as a Flux. Rubyfluid is quick 
acting, anti-rusting and is always ready for instant use. 

Obtainable in pints, quarts and gallon tins. Satisfaction guaranteed. 
For profit’s sake sell and recommend Rubyfluid. If your jobber can’t 
supply Rubyfluid, write to 


THE RUBY CHEMICAL CO. 
68-70 McDowell St. Columbus, O. 











Rock Island Radiovise 


A big seller that can’t be overlooked. Especially adapted 
to all kinds of radio building and repair work in garage 
and shop. Sturdy and dependable. Attractive bright red 
finish. 





A “live” item with liberal profits. 





ROCK ISLAND MFG. CO., ROCK ISLAND, ILLINOIS 








in 








“Mr. Hardware Dealer?” 


Do you realize that no one factor 
will draw people to your store like 
attractive window displays of sea- 


sonable merchandise? 


Hardware Age is continually re- 
producing such window displays— 
its representatives are always on 
the lookout for new ideas. 


Hardware Age, 239 West 39th Street, New York City 


And many dealers who require 
their own copy of Hardware Age 
find it highly profitable to subscribe 
to extra copies for their sales 
force. 


The cost, $3.00 per year, is re- 
turned over and over in better win- 
dows and increased trade. 
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The real quality timer for Fords. 
Built on a different and better 
principle of Ford ignition, and 
proven by tests over a period of 
seven years. 


The Turner 2 in 1 Timer sells 
fast and stays sold. It brings 
the dealer a fair margin of profit 
1 «and builds good will for him 
among his most exacting cus- 


tomers. List price $3.75. : 
Pat’d 2-15-16, 9-18-23. 


Junior Model with all Bakelite shell, $2.75. Also made in models 
for tractors with or without governors. 





TURNER INSTANT 
FOOT ACCELERATOR 


A simple, convenient auxiliary 
throttle installed almost instantly by 
anyone. Permits positive, quick 
throttling in traffic. No wires, 
cables or spring devices to shake 
loose. Does not interfere with 
operation of hand throttle. Large, 
handsome foot pedal and foot rest. 
Price, complete, $1.25. 











—_—— Ask about the attractive 2 in 1 


~~ Turner display card. 
Pat’d 1-9-23. 


TURNER MANUFACTURING CO. 


DEPT. E KOKOMO, INDIANA 
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‘Brings Boat Owners 
to Your Store 


We guarantee every can of 
Jeffery’s No. 7 Marine Glue to 
stop all kinds of leaks and 
make any boat perfectly water- 
tight and leakproof. 


Equally adaptable for wood 
boats or steel—from a canoe to 


JEFFERY’S 


Waterproof Marine Glue 


is a big seller wherever boats are used—lakes or sea- 
shore. 

It is Nationally advertised and our famous slogan, 
“Does your boat leak?” has brought responses from all 
parts of the world. 

We furnish dealers and marine supply stores with 
Booklets bearing their name and address that tell all 
about this glue and bring boat owners to your store. We 
refer all inquiries to the nearest dealer. Write for 
discounts. 


LL. W. FERDINAND & CO. 
150 Kneeland St. Boston, Mass. 
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Ensign Bickford is the ORIGINAL 
safety fuse—tested and tried by 
time and experience. * 
We manufacture various 
brands of fuse, among 
which you should find 
one adaptable for your 
work. 


FUSE 





The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 















¢e Aluminum 


Ware 


Guaranteed to Last a Lifetime 


Lifetime Ware is made exclusively from heavy weight, hard, cross 

rolled, flat sheet aluminum circles and will not bend or dent easily 

cos is why it will wear and last a lifetime. Send for new price 
8 


ALUMINUM PRODUCTS COMPANY 


La Grange, Illinois 











| Radio & Electrical Supplies 


Batre. Alter’s “POCKET- 
’” is a net price, monthly 
aed containing hundreds of 
radio-electric bargains. Sent 
free to dealers only. 

If you have a radio or electrical 
department, ask for the late is- 
sue of the “POCKETBOOK” 
and get on our list to receive a 
copy monthly. f 
Since all rices in the 
“POCKETBOOK” are net to 
the dealer, use your business 
letterhead when writing for 
quick action. “The sooner you 
write, the sooner you save.” 


HARRY ALTER & CO. 
Dept. 23 
Ogden & Carroll Aeex: 






Chicago 
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Osborne High Grade Punches 





and Upholsterers’ and Pi 


skilled workmen and use the finest quality of materials in making our prod 


Besides Punches Our Lime Includes: 


rdware Trade. Also: Leather Workers’, Trimmers’ 
of superior quality. 
The above tools will hoods oe your eta as well as our famous Round and Oval Punches. 
Remember we have had 94 years of successful manufacturing ae ey only 


A varied and ere ge A _ ~»# _* o pnt 


We stand back of every tool we make. Try us. Write for Catalog and Prices. 
Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 

















Trojan Box Strapping 
On June Ist the American Railway Association will 
start a Nation wide advertising campaign to get people 


to use more Box Strapping. Stock up now and be ready. 
_ Write for Special Introductory Offer. 


De HAVEN MANUFACTURING COMPANY 
50 Columbia Heights, Brooklyn, N. Y. 













Through our national advertising we have 
convinced poultry people everywhere that it 


Stop Hatching Weak Chicks 


with cheap incubators and to 
hatch strong, healthy chicks that 
live and grow with Queen Incu- 
bators. Ask us how we can help 
you sell more incubators. 
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QUEEN INCUBATOR COMPANY 


\ 1124 North 14th St. 














G. F. Wright Steel & Wire Co. 


Manufacturers of 


SUPERIOR 


Galvanized 


Hardware Cloth 


Wire Clothes Lines—Wire Lathing 
Hex Mesh Poultry Netting 
WORCESTER, MASS. 
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to promptly meet your re- 
quirements. 

Write for complete price list, 
discount. sheet. display cards. 


GIFFORD-WOOD CO. | 
Main Office & Works: 7 Hill St. 


( z 














18% Were 


Ice Tools and other equipment 
1055 Housewives requested 
foiremetion L 1923. were 


for every ice handling purpose. 
A large stock always on hand 
Hill 
18% 
sold direct because we had no lers there. 
Received over 2800, * inquiries so far thie 


year. 

HILL CLOTHES DRYER CO. 

39 CENTRAL ST. Worcester, Mass. 
Distributors Metropolitan District 


Herman K ms, Ine. 
111 Murray 8t., New York City 











a Table Apple Parers 


LITTLE STAR and DAISY 
Apple Parer, Corer and Slicers 
Manufactured by HUDSON PARER CO., Leominster, Mass. 
LIVINGSTON-COOPER CORP., Agents 
131 East 23rd Street New York City 

















| : UNIVERSAL 
BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 


How About a Fan Display? 


In the first hot spell ws! summer, a good display of electric 
fans will bring big sales. 

Get the jump on your competitor this year. The turnover 
in fans is quick, and the profits are big. 

Read the fourth issue of Hardware Age every month for 
merchandising ideas on fans and other electrical goods. 
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SAMSON(CORDAGE| WORKS; 


MANUFACTURERS OF 4 aS ' Rs SASH CORD, CLOTHES 
BRAIDED CORDAGE Ao. 52? LINES, SMALL LINES 


AND COTTON TWINES 
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BOSTON 
Plain or enameled in 


STRATTO r 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Ete. 
STRATTON MFG. CO., Stratton, Maine 






















BOLT 


“VICTOR” CLIPPER 


Send for Catalog 


| Bases bet ort nth ie meters ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 
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DEALERS WANTED EVERYWHERE 
. lron Fence, Gates 


Lawn Vases 





















Warn SAAD Settees 
ara behead arn a i General Iron 
4 and Wire Work 
* I CHAIN-LINK 
pt ptt WIRE FENCE 

































































Ask for Catalog ~ 
THE STEWART IRON WORKS CO., Inc., 225 Stewart Block, Cincinnati, O. 
















FOR EVERY CONCEIVABLE PURPOSE 
FRAIM-SLA YMAKER 
HDW. CO., INC. 







Lancaster 


a 
4 et 





There Is Not 


a better known or more complete 
brand of drop-forged tools in the 
world. 


Why not cash in on it? 





de H. Williams & Co. 





Brooklyn Buffalo Chicago 











a Bits of All Kinds 


The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 








TAPS and DIES 


REGISTERED The Famous “Carpenter Quality” 


{RADE MAR, 


V 


| Pawtucket 


First choice of experts—make it yours! 


J, M. CARPENTER TAP AND DIE COMPANY 


Oldest Tap and Die Makers in America 
Rhode Isiand 

















BROWN & SHARPE 


MACHINISTS’ TOOLS 


The first choice of skilled mechanics for three generations 


“| 


BROWN & SHARPE Sy “ 
Providence, R. I., U. 

















; WE PROTECT THE DEALER. 
BS 


Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase . 
your sales. 





Made only by 


ANTI-BoRAX COMPOUND Co. Fort Wayne, Ind. 











screw “LENOX” prtivers 
« ae 


American Saw & Mfg. Co., Springfield, Mass., U. S. A. 














Makers of Every 
Kind of Screw, 
Nut and Bolt. 


CORBIN SCREW CORPORATION 


American Hardware Corp., Successor 


229 High Street New Britain, Conn. 


Western Factory: Dayton, “Ohio 











—— 


Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y. 

















THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant at 
BUFFALO, N. Y. 














‘1000 MILITARY RD., 











STANDARD SINCE 1865 


For 58 — Priest’s 

- sell readily to 
tion. 

Barbers fone Berecaten. We 
make both kinds. 


American Shearer Mfg. Company 
Nashua, N. H. 












































QO. Lindemann & Co. 


Manufacturers of 


BIRD 
CAGES» 


Established 1863 
35-37 Wooster Street New York 






"Mell is 
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Classified Opp 


Set Solid, Minimum 50 words 


Use the “Opportunity Section” to reach Hardware 


No illustrations accepted for these pages. 
4ilow seven words for Keyed Box Number Address. 








ey A i a, ied OT RES SHORES 
4 insertions, 10% off; 8 insertions, 15% off 
Remittance Must Accompany Order 
50% off the above rates for Positions Wanted Advertisements 








ny See GOS &. cic > Uilwwe4nln.b 6.08s4 Co bc ob wer eba 
All Capitals, Minimum 50 words............... bea 0 bet anh 4.00 

ee ND WON oc Wtio ehaw 00 cc eS REe Ede de occesioce 08 
2 Ol hire ie wate s ot. EER Fae eRe tie teen eeanewen 5.00 





A breadecasting eof coffers in hardware 
stores, preperties, secend hand equipment 
amd general 


Builders Hardware School 5 


Teaching by Correspondence. Blue 
Print Reading. Specifications. 
Builders’ Hardware. Salesman- 
ship. Advertising. 


1 This course is for the Hardware Job- 











ber, Retailer and Clerk. We have 
students as far South as Florida and 
West to California. 


Builders Hardware School 


ADDRESS BOX G-109 
care HARDWARB AGE, New York. 














FOR SALE—Old established hardware firm 
in eastern city of 600,000 population, average 
sales $140,000 yearly. Owner would consider 
forming corporation taking his interests in stock 
with the conzection of one or two reliable men 
who have some capital and business ability. Do 
not answer unless you can furnish highest cre- 
dentials. Address Box G-166, care ARDWARE 
Ace, New York. 





: FOR SALE—Hardware Store in Central Ohio. 
xood Farm Land Surrounds. Stock will Invoice 


about $5000. Good Store Room, 36x45 feet. 
Implement Shed, 30x70 feet. Will sell half in- 
terest in stock. Will sell building or rent same 
cheap. Good chance for anyone interested and 
willing to work. All new stock. Address Box 
G-172, c/o HARDWARE 


AGE, 239 West 39th 
Street, New York, N. Y. 





FOR SALE—SEVEN MYERS CUSHION 
TIRE STORE LADDERS WITH TROLLEY 
TRACK AND HANGERS. THIS MATERIAL 
HAS SEEN SOME SERVICE, IS IN ExX- 
CELLENT CONDITION AND OWNER WILL 
SACRIFICE. IF INTERESTED ADDRESS 
SCIOTO VALLEY SUPPLY CO., CANTON, 
OHIO, REFERRING TO THIS AD. 





MANUFACTURING: A _ reliable manufac- 
turer, with national distribution, desires corre- 
spondence with a manufacturer of an article sell- 
ing to the hardware, electrical and radio trade. 
Have facilities for manufacturing chemical com- 
pounds. Address Box G-163, care HarpWwareE 
Ace, New York. 


PARTNER WANTED—Retail Store. Have 
about $2500 to invest and want a partner of 
about my own age, 26, with a similar amount, 
thoroughly conversant with the hardware busi- 





ness, to open a new store in New York. Ad- 
— Box G-175, care Harpware Acre, New 
ork. 





Business Services 








| Irresistible—Convincing 
SALES LETTERS 


$5.00 each, series three $12.50 


Broad experience has taught us the points that 
sell. Outline your proposition fully. Also render 
complete advertising service. 


LEBRECHT, WACO, TEXAS 











Business | Services 








) Direct Result Advertising for 
Stores Dealing in Housewares 
and Hardware 


A service that has the cuts, the ideas, tne 
plans all ready to add prices and give to the 
printer. For store news, circulars, or news- 
paper advertising. Only one store in a town 
can have it. If you seriously intend to go 
after more business in the only way you 
can get it—write for information and rates. 
HARDWARD AGE SERVICE, 239 W. 39th 
St., NEW YORK CITY. 














Help Wanted 
Wholesale 








FIVE SALESMEN WANTED to sell on com- 
mission for a Hardware Jobber, complete line. 
To work from the following cities: St. uis, 
Jacksonville, Minneapolis, Atlanta and New 
Orleans. Will pay cemmission on all Mail Or- 
ders, as well as orders taken by salesman, We 
have customers in all territories. Give informa- 
tion as to experience and references. All infor- 
mation will be held strictly confidential. Address 
replies to Sales Manager, Post Office Box 1458, 
Hartford, Conn. 





YOUNG MAN experienced in buying House 
Furnishings, to take charge of department— 
large wholesale hardware house in East. Perma- 
nent position with assurance of advancement to 
one who proves satisfactory in building up de- 
partment. State age, experience and qualifica- 
tions, also salary expected. Address Box G-168, 
care Harpware Ace, New York. , 














Positions Wanted 


A PRODUCER—Age 44. A practical, thor- 
oughly posted hardware man with experience in 
sales development, ye sales force, office 
management, buying, with largest jobbers fully 
qualified to accept responsibilities of any ition 
in the business. Want permanent place with job- 
ber, manufacturer or large retailer where ability 
is — and will be recognized. Address 
Box G-157, care Harpware Ace. New York. 








Wanted—Executive position by man _thirty- 
three years old. ‘Good health, sound reference, 
two years sporting goods, two years tools, one 
year automotive supply and six vears as com- 
mercial salesman for one of the largest gas and 
oil stove manufacturers in the U. This in 
addition to three years in general hardware. 
At liberty after June thirtieth. What is vour 
proposition? Address Box G-174, care Harp- 
warE Ace, New York. 





Retail 


A MARRIED MAN, 31 YEARS OF AGE, 
HAVING EXCEPTIONAL TRAINING 
RETAIL BUSINESS, THOROUGHLY CA 
BLE TO SYSTEMATIZE AND ‘HANDLE A 
GOOD RETAIL HARDWARE SIN 
YEARS WITH PRESENT CONCERN. DE- 








wer is 
"~ 
» | 











SIRES TO MAKE CHANGE ABOUT SEPT 
ist. SOUTH OR MIDDLE WEST PRE. 
FERRED. ADDRESS BOX G.170, CARE 
Harpware Ace, NEW YORK. 








Positions Wanted 
Manufacturing 


SALESMAN, 35 years old, who has initiative, 
and long experience as Sales Manager as well as 
Jobbers’ Buyer, Sales Correspondent, publicity 
man and catalog compiler, desires connection with 
a manufacturer of staples or specialty. Would be 
interested in a proposition with moderate salary 
and a future. Address Box G-173, care HArp- 
WARE AGE, New York. 


Sales Accounts Wanted 


A RELIABLE SALES AGENCY OPERAT- 
IN AS MANUFACTURERS’ DISTRICT 
SALES MANAGERS DESIRES ONE OR 
ACCOUNTS FOR THE 
ST. LOUIS . TERRITORY. OUR SERVICE 
IS MORE EXTENSIVE THAN THE ORDI- 




















H 
UGH CO-OPERATION TH THE 
OBBERS. ADDRESS BOX G-118, CARE 
ARDWARE AcE, NEW YORK. 


SALESMEN now calling on hardware trade, 
mills, factories, etc., wanted to sell liquid asbes- 
tos roof coating as side line or on full time. 
Our proposition offers excellent opportunity to 
imcrease your earnings. Please outline your ex- 
perience and connections in first letter. Atlas 
Asbestos Company, North Wales, Pa. 


WANTED—To represent a line direct to the 
Hardware Jobbing Trade. Open for an Estab- 
lished Line of Volume. Prefer territory center- 
ing out of Minneapolis. Have aggressively 
covered jobbers throughout the country and have 
an acquaintance, particularly in the Northwest, 
West and Central West, which is very worthwhile. 
My experience is full and covers all factors of 
selling hardware, including the winning of co- 
operation from jobbers’ salesmen. State in first 
letter salary, commission,: full particulars. Ad- 
dress Lock Box 1172, Minneapolis, Minn. 











WANTED—By a well established, thoroughly 
equipped selling organization hardware factory 
lines to sell exclusively in the State of Iowa. 
Address Box G-162, care Harpware Ace, New 


York. 








Paint Your “Want” 






in clear 

language 
—place it 
on these 
pages—and 
take advantage 
of a Bill Board 
Message placed throughout the 
trade to satisfy your ‘‘want’’ 
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Sales Representatives Wanted! Sales Representatives Wanted Sales Representatives Wanted 


























gh experience and ability in selling Men of experience and ability in selling Men of experience and ability in selling 
the hardware field know and follow this the hardware field know and follow this the hardware field know and follow this 
section. section. section. 
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) We have openings for first-class ty 
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COMMISSION SALESMEN Severai High-Class, Energetic : 


on the highest class edge tools made. Ter- 
ritory—all states except the South and 


West. If interested, advise experience and 

territory covered and how often. Address U | R 

Box G-167, care HARDWARE AGE, New York. | 

ASS ~s ! 
) Several high-class, energetic salesmen required to sell Con- | 


MANUFACTURERS’ REPRESENTATIV 
wud sie aa ede: ae we ae ten crete Machinery to concrete products manufacturers, home 
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and dealers all over United States. Two house- building contractors, roofers, etc. Man experienced in sell- . 
wt essentials, metal polish and stove polish in ing concrete machinery, or similar lines, preferred. Success- )} 
ubes, individual cartons, attractive counter dis- ful ill b de di Sala } 
play cartons. Package sells goods; quality soon u men wl € made district Managers. alary on commis- } 
brings repeats. Address Evershine Company, sion basis. Write fully regarding experience. Best references 
Inc., 441 Marietta St., Atlanta, Ga. ) required. Address Box G-165, c/o HARDWARE AGE, a3 ) 
h } 

SALESMAN, attractive side line, liberal com West 39t Street, New York, N. Y. ) 


mission, sell patented garden implement to job | | 
bing — tate experience, age, territory now = a = oe ore EE ARE RP PD 
covered, Address Box 156, “ee HarDWARI ar 


AGE, 1420. Widener Bidg.. Phila., Ps 
SALESMEN WANTED—Salesmen calling on SALESMEN desiring excellent side line for 
WANTED: Experienced traveling salesmen| the foenine. department store, and better class | hardware trade, secure our proposition of popular 
represent well known manufacturer of hardware] retail trade to carry as a side line or otherwise | line of 5-25c Faucet-Fit Water Filters. Give par- 
tools. Calling on jobbing and retail trade.| a hardware specialty which is meeting with great ticulars, age, experience, lines now sold and 
Straight salary. Address Box G- 176, care Harp-| success. Answer, stating territory covered. Ad- | territory covered. Faucet-Fit Filter Mfg. Co., 















































WARE AcE. New York. dress Box G-169, care Harpware Ace, New York. | Malden, Mass. 
J. L. THOMP = | 
= nega American Can TAPS 
Tubular and Bifurcated Dies, Screw Plates 
— R t V E y & ae WINTER BROS. CO. 
maine — American Can Company Wrentham, Mass. | 














Economy 
Hose Attachments 
For connecting hose to smooth 
faucets. Slips on and off easily. 


Eeonomy Mfg. Co. 
5350 Germantown Ave. 
»Philadelphia, Pa. 


SILVER LAKE 


SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 


| The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 























Freight Elevators 
and Dumbwaiters 


Write for 
our catalog 


Energy Elevator Company 
214 New Street, Philadelphia, Pa. 


BALE TIES 


Best Made — Prompt Shipment 


Baur Bale Tie Co. 


INDIANAPOLIS, IND. 


AXES SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD eg i cite, ve 


GRANITE 
CUTTING TOOLS 


Trow & Holden Co., Barre, Vt. 























LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 


JOHN SOMMER’S | 
PEERLESS FAUCETS 
"Made of best Maple, with Leather 


Lining and Best Block Tin Key. 
Beware of Imitations. Genuine are 
Stamned with Maltese Cross. 
John Sommer Faucet Co., Newark, N. J. 









Stop Leaky Faucets 


Retail 2c each 
U. S. WASHER CO. 


Box 398 
Hartford, Conn. 
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Clamp’s Washers 

















“If you can keep us busy, will 
quote low prices on wood handles. 
Samples on request. Small fac- 
tory.” 

Mark McGee Co. 

Box 577, Fall River, Mass. 





Bull Dog-Grip” 


Manufactured by 
U. 8. Clethes Pin Ce., Montpelier, Vt. 


Sales Dept. 
1015 Unien Bank Bldg., Pittsburgh, Pa. 
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= THE ADVERTISERS’ INDEX is published as 2 convenience snd not as 8 part of the advertising contract. Every care will be taken to index eorreetiy. 
i No sllowance will be made for errors or failure to insert. : 
A Peas, Ab. .ccvcccscsscccccccccccccseveses 39 P 
Fowler & Union Horsenail Co. ........... 119 
Ace Hardware Mfg. Corp. .............. 8% ao og Tee eee 101 Patterson-Sargent Co. ........--++---++: 33 
Allen Mfg. Co. ...... endl. eveth mien 116 | Fraim-Slaymaker Hdw. Co. .............. 119 | Peabody & Co.,-H. W. ......-------+-++- 1 
Gar & Gis Ge nce vesesasneantsswied 117 eee oe 109 Peck, Stow & Wilcox Co. ........-..---- il 
Aluminum Products Co. ...............- 117 Progressive Mfg. Co. ............. ME coss ill 
SEED Ss. n.n660ece~osus06s eeones 121 Pyrex Sales Division ...........--+-+--- 3 
American Flyer Mfg. Co. .............. 38 G 
American Gas Machine Co. ............ 37 
American National Co. ................ 36 Se Ge Be cn bavcwseneeeens vee 100 Q 
American Saw & Mfg. Co. .............. 119 Gifford-Wood Co. ........ccceceecseeeee 118 Queen Incubator Co. ..............00005 118 
CE TE enc Goecccnsecvnaede 29 Geman, Ge Ti, & BB. Gon ccwccsccccswne 100 
American Shearer Mfg. Co............... 119 Gold Medal Camp Furniture Co. ........ 32 
American Steel & Wire Co. ........... 81 eS - Biles Gites knesce ks ccssicse secs ccees 40 R 
prea a gd aE Rats Se EE Sy on dinvieheneee<csséuechouue 103 Remington Cash Register a elas wae 79 
Romane Ties Ty “so oo G6. ccc cccdke 110 eee — ee Sorte carnen rss <*o5e*s - 
Sites Oe OO ok. 5 H Richards- Wilcox ee. Gale obs opwee tee 75 
. ie Pee, SR. . o cues coe tenee cess cede 121 
IS Ts: Ge 6 oo 6c cencesine ss escent 119 
B wed 7 ee Ce nee e cece econ eee e eens a Robertson, Arthur RB. ....... ce ncrccvcce 116 
Hill Brass Co., N.N ee ee ee eee pr Rook Tolemd Bile. Ce. ..cccccccccccccess 116 
eee Gi ee Wa Was ksi ievinrs ive 99 ey en I TUES. kk Sb Sembee ce ees a 118 ~ ant ag sienuieniieaidntataeaaniaan -- 
ee TR Soin itdelen’ 80630606 <052 115 SD MG CC ORETE. « OSisedscecese 93 Rubber ee : 4 ; tiles Paes tpt s 83 
ee ee 121 eS ee eee 85 Ruby (ance Siar ee RRR aR 116 
ge ee ee 115 Hooven & Allison Co. .................. Pe eS Teer ee ee te eee 
ee in. hc hans oes laws oc cette 110 Hoppe, Inc., Frank A. .............0000% 40 
Boston Woven Hose & Rubber Co. ..... 19, 77 ee 118 $s 
Bridgeport Hdwe. Mfg. Corp. ........... 10 
Brown & Sharpe Mfg. Co. .............. 119 Sacks, Ime., Louis .........2..ccceeecees 114 
EE ee ee 4i l Sager Metal Weatherstrip Co. .......... dd 
EIN cnvctineceunveeseaemnoenels 42 CRORE SAPEED WHE 202s o09rs eo rsisnee _ 
Independent Leck Coe. ...............0.. 112 est — MB. oes scessesseres i 
: ilver e PA Gabe ved babes sebdcte 
= International Development Co. .......... 30 a 31 
Snap-On Wrench Co, ......2-.-sccceee 123 
Caille Perfection Motor Co. ............. 35 J Sommer Faucet Co., John ............... 121 
I I Sn stne veces ccccontsécen 119 Special Chemicals Co. .........-+-+++++> 116 
eich Tap & Die Co., J. M......... 119 Janesville Products Co. ................ 24 ener = Mts. Co. ieeatiietnnanail eo 
SP ee EY Ghectebacadannevénctssens 118 i miey BR Sesevercesorcscesscconss , 
Caen ee CC 2s. a... i 109 OOS EO he OE...» .- shes. 116 eee Gee te GL codec dé tenrebicn codecs 44 
| ee ae 6 Stewart Iron Wks. Co. ......---+--0+-+55 119 
Chicago Spring Hinge Co. ............. 22-23 K Bevattes Mig. Co. ...cccsccccccccccvcvces 119 
ey Me: ME 66 cars cinenitnnsncdais 111 | Superior Door Catch Co. ...........--. 112 
Cleveland Metal Products Co. .......... 20-21 Maticedien Biome Ge ox. gnc ccccccccuce 111 
ee eee GO went ct oboe od roe cecs 15 ae te Se eee ae ee 91 T 
Colt’s Patent Firearms Co. ............. 41 
Connecticut Valley Mfg. Co. ............ 119 Thomson Mfg. Co., Judson L. ............ 121 
Continental Wood Screw Co. .......... 113 L Titehemer @ Oe, Tes The 5 oe oj. oe ces ccc cee 112 
GE ie. ie: -eeuk ccccancbd oss scr 87 P Torrey Razer Co., J. BR. 2.2.2... cccccvces 121 
Destin Geet Ge oc ccciceccesc cet 119 ee a ee 113 Trow & Weldeti Coe. ‘<0c 02 Fede +i sascss i+ pee 
Rare TUG TR, cccscconcscoveccccminh 99 Lindemann & Co., O. .................- 119 Tubular Rivet & Stud Co. .............. 107 
eS SSS a ne Se Se 110 Turner Mfg. Co. .......cce ce cceecsedens 117 
Ludlow-Saylor Wire Co. ............... 103 
. U 
Dayton Toy & Speci b tuldda caeeeed 
etl ese ee at M U. By. Clothes Pin Wes. o.... ieee eeness 12t 
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Voss Bros. Mfg. Co. ........... stawees> B06 
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Dietributing Breaches: 


Chicago, 1919 Michigan Ave. 

Philadelphia, 1511 Fairmount 
Ave. 

Pittsburgh, 7232 Kelly St. 

Kansas City, 1933 McGee St. 

St. Louis, 2609 Washington 
Ave. 

Minneapolis, 111 S. Tenth St. 

Richmond, 519 W. Broad St. 

Denver, 1515 Larimer St. 


A New Clerk and a 
Profitable Department 








A Snap-on stock and display cabinet in your store 
will do things to the weekly sales average that will 


make the bank pat you on the back. ‘The day your 





INTERCHANGEABLE 


Socket Wrenches 


a. . . ‘ - 


cabinet reaches you, you are the owner of the most 
compact and profitable department in any hard- 
ware store, that acts as its own clerk in everything 
but wrapping up the Snap-ons it sells. And a re- 
bate policy makes the cabinet cost you exactly 
nothing in a year’s time. Write for details now. 


MOTOR TOOL SPECIALTY COMPANY 
14 E. Jackson Blvd., Chicago 


Snap-On Wrench Company, Mfrs. 


Milwaukee, Wisconsin 


Dietributing Branches: 
New York, 1776 Broadway. 
los Angeles, 1341 S. llope St 
San I*gancisco, 280 Goldengate 

Ave. 
Portland, Ore., 106-13th St 
Indianapolis, 631 N. Illinois St 
\tlanta, 227 Spring St. 
Dallas, 312 S. Eervay St. 
Seattle, gio FE. Pike St. 
Detroit, 4849 John R. St. 


MOTOR TOOL SPECIALTY CO., 14 E. Jackson Blvd., Chicago 


Gentlemen : 
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Community Plate Advertising "JUNE 


Reaching every possible 
silverware customer In 
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Be Thin came 


A GREAT PAINTING OF THE PRESIDENT 
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FEATURE COMMUNITY FOR THE JUNE BRIDE 


146,434 blushing brides will step to the altar this June. All prospects for silverware 
gifts. Get the business in your town by featuring Community Plate. 


The magazines in which our June advertising appears have a total 
circulation of 14,009,060—reaching 100% of ‘your possible customers. 


SMASHING full page ads in full color or preferred position will appear in the following magazines 
during June: 


The Saturday Evening Post Woman's Home Companion Good Housekeeping Cosmopolitan The Country Gentleman 
(PREFERRED POSITION) (FULL COLOR) (BACK COVER) (BACK COVER) | 
& 
The Ladies’ Home Journal Pictorial Review McCall's Vogue Red Book | 


(FULL COLOR) (FULL COLOR) (FULL COLOR) (TWO COLOR) 


Send now for free electros for local advertising to tie up your store with this striking June national advertising. 


OnEIDA ComMMuNITY Stupios, Oneida, N. YT. 








